PART | OF Il PARTS 


THE [a MARKETING 


MAGAZINE 


A BILL BROTHERS PUBLICATION FIFTY CENTS 


Weve 


UNDERSOLD! 


“Our sales are up this year, and OUTDOOR’ is 


the only new ing r ed ient a Joseph A. Mcinerney, President, Mcinerney Chevrolet, Chicago 


We use a concentrated showing of out 
door boards within the neighborhood 
‘says Mr 
every one of them 
They're like the 


There’s no waste 


trading area of our showroom,’ 
McInerney, 


’4 hours a day 


“and 
works 
sign on our building 
They 


the car owners in our own 


circulation reach the people we 
vant to reach 
trading area. No other medium has pulled 
Our 195 


as well for us as outdoor sales 


are bigger than 1956, and since outdoor is 


Gsener 


our only new activity, the lion’s share of 
credit goes to outdoor advertising placed 
through GOA.” 

Lo« ally 


GOA puts your advertising where your 


regionally, or nationally, 


prospec ts are 

For additional success stories (Theo. 
Drakes Bakeries, 
Life Savers and many others), call your 
General Outdoor Advertising Company 


Hamm Brewing Co., 


office. Or, write us in Chicago 


al Outdoor Advertising 


515 South Loomis Street, Chicago 7, Illinois 


Of the ten top 
magazines in 
advertising revenue, 
McCall’s is first 

in percentage 

of advertising 
revenue gains! 


’ 4 ‘ 
% Ranking of leading national magazines y| ( \ 
by percentages of advertising revenue Pras ; a. ot 


gains for the first 6 months, 1957vs.1956: 


1. MCCALL'S . . . « « . 27.1% Duel Seen 
2. Look ‘oS ew Aes eee 
3. Ladies’ Home Journal . . 17.5 
ee ee 
5. Business Week ... . 7.0 
6. Good Housekeeping . . . 6.0 
7. Better Homes & Gardens . 2.4 
ae « eae ef 9 
Site: . —et. as. & 
10. Saturday Evening Post . . 9 
Based on PIB figures for the ten maga- of Togetherness 


zines leading in advertising revenue for s 
the first 6 months of 1957. reaching more than 5,000,000 families... 


The magazine 
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THE 


LANDING 


STR\ mec Te 


as seen by EXECUTIVE OFFICES: 386 Fourth Ave., New York 16, N. Y. LExington 2-1760 
JOHN BURGOYNE PART | OF TWO PARTS 


We note with interest that the 
ast week in September this year 

: een de ignated National 100 | H | G H a i G H T S 
f ent Pure Maple Syrup Week 


ve been delving into the sales 


this sticky stuf, oo thie lietle item BLAW-KNOX CURBS OVER-DECENTRALIZATION 


ings a rankling bell in our gong 
haped head. We wonder just what For a half-century, Blaw-Knox Co. of Pittsburgh has been 
form of celebration will come out | . ; » the 

diversifying. Now its many divisions almost overshadow the 


of the wood-burning evaporator to | . Re 
mark the occasion, Visions of maple parent company. And the continuing growth isn’t always 
trees gaily festooned with ribbons healthy. ‘Io correct this, President “Cord”? Snyder works to get 


ty fies, and th sil ‘ 
i ru , in with silver and a grip on over decentralization. 


gold medals denoting years of sery 


ice, present a new aspect of the 


American countryside to our imag TO ADD TO YOUR CORPORATE FAMILY 


ination 
Pacific Industries, Inc., of California, owns seven business con 
L WELCOME MAPLES | cerns. PII buys, not to hold, but to operate and expand, And un- 
ae der the firm’s theory of management, this is being done. Here’s 
f oo’ what to look for whether you're buying—or selling—and how 
, you can make the pure hase really add to your earnings pic ture, 


— 


CHARGE IT! 


The “charge it” habit is growing. You can buy a meal, rent a 


car, go to Europe or shop by catalogue. All it takes is a credit 


\ f/ : "y ened. 


] SHIFTS IN FARM AD SPENDING 


In parade formation on the village 
street the vivid picture they make Why did 17 firms selling to the farm market increase their ad 
j TL iany ol emories | : , 4 4 . : 
too many O16 Memorien We spending in the first six months? Why did eight decrease it—and 


Thi veek we just won't 7 ° . 
yallable. We'll be “ourerine which ones shifted from one farm medium to another? Read 


ff” with Grandma Moses what blue chip advertisers told us in a telegraph survey 
> > > 
The measure of progress in the 
food held rs not how inexpensive a WHY DOES BRISTOL GROW so FAST 
product can be made for the shop ‘ 
ping-basket pusher, but how con I his roe control instruments manufacture has sales on 


venient. The gals want their foods the mind. To achieve them, it balances expert engineering and 
quick and t stuc : 
es age sce. \ recep aay intensive product research aA sales and promotion strategy and 


made by Burgoyne in Minneapolis s . 
tactics. And a simple corporate structure results in both mobility 


Charlotte and Phoenix on a pow 
dered syrup for pancakes showed and staff-and-line teamwork. 
conclusively the tuff was no go 
with M When she makes her 
flapjacks she wants no part of dis TO SELL TO THE PREMIUM MARKET 
solving an powder in hot water 
to get her sweetenin’, Seems she'd \re your competitors selling their products for use as premiums ? 
1 lot ruther carry it home in a Larry Bell, publisher, Premium Practice, tells you who heads 
bottle and have it handy and ready _ les. } build “ct | here . lis 
i cae Pop would toc, come te premium sales, how to Dulld prospect lists, where you Can dl 
think of it play, describes two classes of premium buyers, and gives you in 

Bo Gr side details on 19 types of premium programs. 84 
You don't wotta be in the army to 
sound off for Burgoyne. If you're 


just ; who wants the answers 


fast and urate on how you could 


do r are doing--with your bread 7 Audit Auetaied Netional 2 Magazine 


winner, go for Burgoyne es a 
: ? @: oo Business LN P Business A APA Publishers 


Circulations ' Publications Publications Association 


SALES MANAGEMENT, with which Is incorporated PROGRESS, \s published the first and third Friday of 
every month, except in May, July, September and November when a third issue ,~ — 4 be t of 
the month. Affillated with Blil Brothers Publishing Corp. Entered as second class matter May 27, 1942, 
at the Post Office, East Stroudsburg, Pa.. under the act of March 3, 1879. Publication (printing 

34 North Crystal St., East Stroudsburg, Pa. Address mali to 386 Fourth Avenue, New York 16, N. Y. 
SALES MEETINGS, Part Ii of Sales Management, is issued six times @ year—in January, March, May, 
July, September and November. Editoria! and production offices: 12/2 Chestnut Street, Philadeiphie i, Pa., 
FIRST MATIOMAL BANK BLOG, CINCINWATI 2, One WaAlnut 3-1788; Philip Harrison, General Manager: Robert Letwin, Editor. 


SALES MANAGEMENT 


“ELMER MEETINGS”... 


is not a man’s name. It's a group selling plan; part of a three 
point program A. O. Smith Corp. uses to sell its $7,000 Har 
vestore processing unit to farmers. The road was bumpy tor 
awhile, but now sales are rolling. 


186 SALES CHIEFS’ VIEWS ON LEADERSHIP 


Sales Leadership Panelists tell why their directors now expect 
more from the sales department than 10 years ago, report on 
their favorite places to think. 


CALL IT A BILLBOARD 


It’s also called a packaging revolution and a trend. ‘Vhe trend: 
modern, creative packaging of industrial or utility items which 
once were anonymously boxed in cardboard containers. John 


Oster Mfg. introduces billboard packaging of its Cummins 
electric power tools, 


TO MAKE THAT NEW PRODUCT SELL 


Schering Corp. had developed two new and valuable drugs. 
‘The question: How could they be sold... in a hurry? ‘The an 
swer: a 50% expanded sales force in one year and over a million 
dollar advertising and promotional campaign. ‘The result: a 
dramatic jump in sales. 


CONTENTS 
Advertising 


Why Firms Changed Farm Ad Spending 
Blair Makes Strong Case for Spot TV 


Credit 
Credit Cards: Some Coming, One Going, Several Booming 


General 


Higher Prices Fail to Halt Rising Newspaper Circulation 


General Management 

Blaw-Knox Gets a Grip on Over-Decentralization 

Automation's on the Up-Swing, But What Makes Bristol Grow So Fast? 
Pil's Odd "“Merger-Mix" 


Markets 
Things Your Competitors Know Who Sell to Premium Markets Now 


Market Development 
What it Takes to Sell a $7,000 Product to Farmers 


Packaging 
Who Has the Say-So on Packaging Purchases—{A Marketing Pictograph) 
In Its Own Way, a Revolution 


Sales Leadership Panel 
186 Sales Chiefs’ Views on Leadership 


Sales Management 


Hot New Products: How Can You Capture a Market in a Hurry? 


Sales Meetings 
Auto-Lite Executives Go Dramatic 


DEPARTMENTS AND SERVICES 


Advertising Index 139 
Corporate Close-up 12 
Editorials 7 
Executive Shifts 77 
High Spot Cities 130 
Letters 2! 
Mail Promotion 72 Tools for Selling 
Writing For 48 


Sales Gains & Losses 
Sales Promotion at Work 
Sales Promotion Idea File 
Scratch Pad 

Significant Trends 
They're in the News 
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For Customers Who 


BUY 


«fl 


in 
THE PACKER 


There are millions of customers for 
petroleum products but the list of 
those who “BUY BIG” is relatively 
small. Sinclair Refining Company (and 
other oil marketers) have discovered 
how to reach one big group of such 
choice customers at low cost—throtugh 
the pages of The Packer 

The $7.5 Billion Dollar Fresh Fruit and 
Vegetable Industry spends a lot of money 
on purchase maintenance and ope ration 
of motorized equipment in growing, 
shipping and distributing the nation's 
fresh fruits and vegetables, Every week 
the leaders ** in the industry represent 
ing about 90% of the $ volume depend 
on the pages of The Packer to bring 
them the vital news of their industry 
and markets and of the equipment 
material and services that will help them 
operate more profitably. There's only 
one efficient way to reach them when 
they’re ready to do business—advertise 
in The Packer! 


*‘“BUY BIG” —Like H. F. Byrd, Inc 
of Virginia who operate a 2:4-unit 
fleet of trucks, busses, sprayers 
trailers, tractors, etc. in their famous 
apple orchards 


‘16,349 ABC average net pd. cire 
for 6 months ending June 30, 1957 


P.S. More than 1,000 display advertisers 
are reaching the Fresh Fruit and Veg 
etable Industry every day through the 
17,000 copies of The Packer's 1957 issue 
of FRESH, the industry's yearbook and 
buying guide. Better make a note to 
reserve 1958 space now! 


THE PACKER 


201 Delaware Kansas City, Mo 


~~ WHI CH Gia Manogenten 
26% 47% 

68% S a [ [ © 9 20% | New York 16, N. 7: Ubdagien nine 
a | 


EDITORIAL 
coverage of one city or 10% or 20% coverage EDITOR and PUBLISHER 
another city from the same two newspapers? If you buy Philip Salisbury 
% or 68% as effective then the other must be ineffective EXECUTIVE EDITOR 
or must be considered as just “merchandisable coverage” fo7 A, R. Hahn 
dealer influence only. Our dealers’ customers haven't been told MANAGING EDITOR 
they should buy products by “merchandisable coverage” whatever John H. Caldwell 
that is. But they can be sold and do understand and do buy SENIOR EDITOR 
brand name merchandise and services Lawrence M. Hughes 


ASSOC. MANAGING EDITOR 


THEREFORE Join the Norristown, Pa. Major Market Robert C, Nicholson 


Club of $212,000,000 in retail sales to 149,100 people. Only Senior Associate Editors, Alice B. Ecke 
and Harry Woodward 
Associate Editor, Grant Jeffery 
Assistant Editor, George Hoover 
newspapers. Your competitors can outseH you 5 or 10 to 1 Midwest Editor, David J. Atchison 
; * : ‘ ; Copy Editor, Harriette Moskowitz 
inless you are a Times Herald advertiser. Art Director, Rich Life 


DIRECTOR OF RESEARCH 


™ Times Herald vt Deter of Resoreh, Aled Ho 


Ma. 


PRODUCTION NAGER 
Vational Representative: The Julius Mathews Special Agency . wena 


Samuel Schwartz 


Montgomery County’s No. 1 newspaper The Times Herald 
delivers 10 times the coverage of Norristown or 5 times the 
verage of Norristown as do Pennsylvania’s two largest 


Asst. Production Manager, Gertrude Fish 
READERS’ SERVICE BUREAU 
H, M. Howard 


Editorial Assistants, Ingrid Notar and 
Ann Asta 


SUBSCRIPTIONS 
DIRECTOR 
R. E. Smallwood 
Assistant Director, Edward S. Hoffman 
Subscription Manager, C. V. Kohi 


U.S. and Canada: $10 a year 
Foreign: $15 


ADVERTISING SALES 


For Offices and Personnel 


See Advertisers’ Index 


OFFICERS 


President, John W. Hartman 
Treasurer, Ralph L. Wilson 


Complete Merchandising with Complete | | Seppeeeemie 


W. E. Dunsby, R. E, Smallwood and Wm 


Facilitics call... MClenaghn 
Bill Brothers Publications in MARKETING 


{in addition to Sales Management): Sales 


<—- Meetings, Tide, Premium 
= Practice. INDUSTRIAL: Rub- 
- 3 ber World, Plastics Techno! 
CHANNEL ul eognmanuaes ogy. MERCHANDISING: Fast 
; , —eeeess «Food, Floor Covering Profits 
Grocer-Graphic, Tires, and Yankee Grocer. 
Copyright, Sales Management, Inc., 1957 


SALES MANAGEMENT 


REPRESENTED NATIONALLY BY H-R 


TWICE AS MUCH 
FOOD ADVERTISING LINAGE 


Modern Romances food advertising linage is up 127% for the first nine months 
of 1957! The reason is simply that Modern Romances is read by a rich market of 
young housewives between 18 and 35 who cannot be reached economically by any 
other kind of magazine. And, they respond to Modern Romances, because it’s edited 
especially for them! 


These women the newly-married homemaker, the young mother — are setting 
the buying pace for all kinds of products, for themselves, their families and their 


homes: appliances, drugs, baby products, furnishings, clothing, and, of course, food. 
g ; g 


They buy more than others, too! For example, young mothers (who make up better 


t 


than seven out of ten Modern Romances readers) buy 67% more food than families 
without children, according to a recent study published by Progressive Grocer 


magazine. 


So, the upswing in food advertising at Modern Romances boils down to this: more 
and more blue-chip advertisers, like Adolph’s Meat Tenderizer, Beech-Nut, BiB 
Fruit Juices, Big Top Peanut Butter, Carnation Milk, Chase & Sanborn, Cream of 
Wheat, R. T. French, Gerber’s Baby Foods, H. J. Heinz, Karo, Knox Gelatine, Kraft 
Foods, Quaker Oats, Swift’s and a host of others, are finding in Modern Romances 


a big market of new customers who buy more! 


MODERN ROMANCES FOOD ADVERTISING LINAGE 


1956 JAN.-SEPT. MBeA CMa 3 
121% 


1957 san.-SePT. METER a lees 


MODERN ROMANCES 


The Romance-Service Magazine that Sells America’s Youngest Married Woman Audience 


DELL PUBLISHING CO., INC., 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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i 


Striking camera angles, dramatic close-ups and a new, big 
band version of the Light-Up Time song add sparkle to the new 
TV campaign for Lucky Strike cigarettes made by The 
\merican Tobaceo Company. Commercials all feature the popu 
lar Lucky Strike couple, Grace and Russ, in appealing, true-to 
life smoking situation 


You'll “y i Lueky 


and make this most inviting promise 


the best-tasting cigarette you ever smoked.’ 


Peelabanana, catabanana, drinkabanana—that’s Bananaslang 
And if award 


Company is a bananasmash hit. As a consumer series, Banana 


are any indication, this campaign for United Fruit 


lang was honored by Esquire magazine, and in Advertising 
fee. Adapted for trade papers, Bananaslang won a prize in the 
\sseciated Business Publications contest. True to the campaign 


theme Bb inana re ace rship has bye en wholesome and then some ; 


BATTEN, BARTON, DU 


rrato ‘ wrete 


RSTINE & OSBORN, 


ti ywoot 108 A ete fINNE APO rivTsetnenm - 


. -ensy ideas 
“Look! Quick - . he 
up your meals 


_- 


wo spark 


pA 


ot 


wa 


\ 
ngs ovt vhe best © tood 


srenuine SALT br 


Everyone talks about the weather — especially salt manu- 
facturers. In fact, the claim of salt pouring in damp weather 
has become an advertising cliché. So International Salt Com- 
pany is taking a new approach for its Sterling Salt. Promoting 
salt as an exciting ingredient in modern cooking, advertisements 
in newspapers feature recipes made better with Sterling Salt. 


Animated salt shaker is used in print and at point of sale 


Champagne flight. This summer, through a saturation radio 
campaign, Western Airlines told the West about its famous 
flights that feature champagne, filet mignon and orchids 
BBDO Los Angeles promoted the superb hospitality of this 
airline in other media as weli, Western, senior U. S. airline, 
serves twelve western states, neighboring Canada and Mexico 


City ...and gives them America’s smartest air service. 


INC., ADVERTISING 


SAN FRANCISCO SEATTLE TORONTO 


SALES MANAGEMENT 


EDITORIALS 


Comparing Oranges With Oranges 


The Detroit Free Press has just published 
vision audience measurements, based on 13 special research projects 


new report on tele 


conducted in various sections of the nation. As might be expected, 
television doesn’t show up very well in these studies, While many 
television commercials are well re eived, the newspaper argues that 
essentially ‘I'V commercials are interlopers in the viewer's conscious 
ness, which is attuned to entertainment, and this is “not the case 
with newspaper advertisements, which are welcome as shopping 
news.” 


But after giving capsule reviews of many studies dealing with 
television or with television viewing as compared with publication 
reading or radio listening, the newspaper goes on to make the point 
that, “You can’t compare TV time to newspaper space—just as you 
can't add apples and oranges. But you can compare to see how far 
your money goes.” Powell Advertising, Inc., a Detroit advertising 
agency, is quoted as having totalled the rates for the average minute 
of the average day for all nine TV stations in what the Free Press 
calls “the Detroit retail market.” 


For the same money, the agency reports, which you would spend 
for a one-minute announcement on all nine ‘TV stations, “you could 
buy four two-column by eight-inch ads in the Free Press—large 
enough ads to compel good readership and attention.” The potential 
audience to be reached by these equal dollar investments works out 
to 302,245 for the television stations and 1,598,852 for the news 
paper. 


Someone may come up with a more perfect basis of comparison, 
but until such time we will feel that this relation on a dollar basis 
is much more meaningful than comparisons used in the past, such 
as a quarter-hour versus a quarter-page. ‘he report is called, “Talking 
About Television,” and is part of the newspaper's continuing survey 
of its competition in the television field. 


Researching Motivation Research 


You as an advertiser are now being exposed to more motivation 
research than ever before. But you continue to be troubled by the 
difficulty in validating motivation research methods and findings. 


The interest of advertisers in this technique is revealed in the new 
study of motivation research just conducted by Advertising Research 
Foundation. 


Of 214 subscribers to Advertising Research Foundation, 105 re 
plied—46 from advertising agencies, 32 from advertisers, and 27 
from media. The number of firms using motivation research has 
increased almost 100% 12 months. 

‘The viewpoint of many advertisers is expressed in this quotation 
from one respondent: 


“Our philosophy is that motivation research is one of 20 or more 
marketing research tools which, for certain types ot exploratory 
research projects, can be of real value. It has provided many useful 
ideas and suggestions for our creative people in advertising and prod 
uct research. However we feel that if motivation research uncovers 
suggestions that might lead to company decisions or otherwise im 
portant decisions, they should be further confirmed by quantitative 


resear¢ > 
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FOR 1958 


WILL WIDEN YOUR 
MARKET COVERAGE! 


You can add all-market saturation to individual 
market promotion for $165 to $175 a month 
If you pick out the industries which are your 
present best customers, buy specialized papers 
to reach them, and stop there, you will miss 
important NEW 1958 markets 


Plants that never bought from you before will 


| do business with you next year if you reach out 


for them with the IEN PLAN 


Industrial Equipment News has a long reach 
It penetrates 4/5ths of U.S. production in the 
40,000 top plants through their 68,000 product- 
selectors in all 452 industries 


Wherever your products can be used—in hun- 


| dreds of plants which, up to now, have not 


bought from you—there is a product-selector 
who is looking in IEN for products like yours 


! . 
| Product development, new plants, diversifica- 
| tion, consolidation, and decentralization are 


changing your markets every day 

There is only one way to make sure you will 
miss none of the new sales opportunities these 
changes bring. 

And that is to back-stop and amplify the cov- 
erage of your other media with one all-market 
publication 

There is only one IEN, originator of product- 
news publishing in 1933 

Let us send you, for your 1958 planning, the 
new, boiled-down IEN PLAN which explains 
how IEN finds, selects and attract prospects, 
places your message before them at the right 
time, and promotes specific sales leads, We will 
send you also our complete 26-piece Data File 


Read for one purpose only: 
PRODUCT INFORMATION! 
Whet better place and time for 


PRODUCT ADVERTISING? 


$1 Eighth Avenve, New York |, N.Y 
snAletieted wits Wesper Beaks 


What makes a newspaper great? 


vIIs7t 


¢ ra 
a — 

‘Ted Peterson is probably the only 
sports reporter who ever had a foot 
ball game halted in his honor while 
players and fans cheered his arrival 
on the scene, Such enthusiasm, usu 
ally reserved for ruling monarchs 
and presidents of banana republics, 
is typical of the regard this modest 
Minneapolis Star and Tribune staffer 
generates among sport fans every 
where in the Upper Midwest. 

Peterson's beat is Upper Midwest 
high school sports—a specialty on 
which he has more first-hand in 
formation than anybody else alive 
He has witnessed every Minnesota 
state basketball tournament since 


1925. He is on first-name terms with 
every football coach and most of the 
players in Minnesota’s 480-plus high 
schools. He knows the relative stand 
ings of virtually every one of the 
state’s 600 amateur baseball teams. 
He is, in fact, ““Mr High School 
Sports’’ to a million or more fans in 
this sports-loving region. 

In season Ted has watched as 
many as 12 baseball games in two 
days. He regularly travels 5000 miles 
a year covering football contests. In 
almost every village in his 34 state 
area, junior athletesand their parents 
know him by sight. In Minnesota, 
his annual rating of the top 25 high 
school football teams determines 
the state champion and evokes more 
spirited discussion than the national 
All-America selections. Mail by the 
bagful is dumped on his desk rec- 
ommending candidates for all-state 
football honors (he’s received as 
many as 350 nominations for the 
same player in one day). College 
coaches the nation over follow 
Peterson's reports, often recruit 
players sight unseen on the strength 
of his newspaper stories. On one 


recent University of Minnesota foot- 
ball team, nine of the eleven starters 
were former Peterson picks for all 
state team honors. 

Sports-minded Upper Midwest 
parents, players, coaches and rooters 
religiously follow Ted’s articles, cus- 
tomarily accept his judgments as 
final. Perhaps more than any other 
sports writer on the staff of these 
two newspapers, “Mr. High School 
Sports” helps to foster the spirit 
which makes the Minneapolis Star 
and Tribune true ‘‘home town 
papers’... best-read, best-liked, 
most-respected ... among the people 
throughout America’s big, busy 
Upper Midwest. 


Copr., 1957, The Minneapolis Star and Tribune Co 


Minneapolis 
Starand Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, Presiden! 
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Slightly -Snide 


Whether we like it or not, the man who runs the factory still 
commands higher respect from the general public than the man who ZL 
sells the goods and services that Amerivans so eagerly buy. Doris 


Fleeson, in her syndicated column, recently declared: “Some Senators ?¢ ep /C) 
would feel a little happier if [Secretary of Defense-designate Neil | a 
McElroy were an operating man rather than an advertising and 

- © of all 


promotional genius. He did not, it appears, contribute the soap to 


American culture, but he has made famous the use of it. Senators glls Magazine households 
will be more interested in his administrative ideas. 
; | -— surveyed own one or more 
No doubt the 52-year-old president of The Procter & Gambl . 
Co. will be brushed off by many a fellow American because he is automobiles. Each 100 g/ks 
a promotion man, rather than a factory hand. . 
Magazine households own 
‘The day that the Washington columnist made this snide remark : 
about McElroy, Procter & Gamble announced that sales in the 122.4 automobiles. 
just closed fiscal year were the highest in the firm’s 120 years, and In the car ownership 
that net profits were at a new high, also — — 
, | Classification, The Elks 
t ex-salesman, ex-advertising manager, and soon to be ex-presi . = 
dent Mi Elroy ot Procter & (jamble turns in the same kind ot per Magazine leads all others 
formance as the new Secretary of Defense that he has for a com appearing in the report. 


Excerpt from Starch 51st 
Consumer Magazine Report; 


merc ial company, we in selling will be in his debt tor adding to oul 
recs 11 > 
Proression $ lu ter. 1,180,296 Elk ym prise 
mass market with cla 
comes the median of which 
$6,050. The Starch Sist 
Consumer Magazine Report 
gives the complete picture 
Just write or phone to see 
a cop 


Cheaper to Protect Than to Rebuild MAGAZINE 


New York Los Angeles 
\lan and boy you have been exposed to executives who are in Chicago Portland, Ore 


clined to ease up on the throttle when they get sales and profits 
up to a good figure, on the ground that the momentum will carry 
them, and that promotional expenditures can be safely cut back. 


But that philosophy is not embraced by Paul S. Gerot, president 
and Philip W. Pillsbury, chairman, of Pillsbury Mills, Inc., who 
announced the other day that they are increasing advertising and 
promotional expenditures late this year to maintain thei competitive 
position. “In doing so,” they declared, “we believe we contribute 
to long-term growth and success of the company at the expense ot 
some short-term revenue.” 


« , . 
ae = 
ae 
Reed 
It takes two types of power to dominate 


the entire Western Market os KOA 


Berna rd Baruch, the Coward RADIO does! Creative power that's alive 


to the needs ond wants of the vast 
radio-listening West 
It is lonesome upstairs, in a top management job. If you have PLUS 
seethed inwardly with self-doubt, don’t think that your experience 50,000 WATT POWER —that carries 
, the welcome voice of KOA-RADIO 

throughout a 12-stote orea 

reaching 4,000,000 listeners! 

Bernard M. Baruch, who had made over $3 million through POWERFUL SALES RESULTS, TOO! 


stock market speculation by the time he was 32, recounts in his KOA-RADIO is the only station 


és ” dt li the West ' 
autobiography, “Baruch, My Own Story,”: a 


, 
“ ~f A} 
The next few days were among the most trying I ever have Represented / “PAY 
experienced. I couldn’t sleep or eat. Even when | drank a glass of By Y f 
water my throat choked up. | believe | came as close to giving way Meary ° 


. , , Christal 
to panic as I ever have been in my life. While dressing one morning 


I looked at my pale, drawn face in the mirror, and said aloud, ‘Why { 
you coward. Pull yourself together and act like a man.’ q 
“|. I forced myself to eat breakfast and went down to my ofhice.”’ DENVER = 


And in a short while, Mr. Baruch solved his problem. One of America’s great radio stations 
Can you look back and laugh at your tough moments? 850 Ke . 50,000 WATTS 


was unique, 
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these 

are the ten 
Hearst 

magazines 


ASB@vtous tivins 


ny Be 
HP OGASS 


ten keys to the 


No one key, no one medium, can open the door 
to all American homes. 


That is because the American family of readers 
is as widely diverse in interests as the 48 states 
they live in. 


And it is this diversity of interest — personal, 
intense, enthusiastic — that gave birth to the 
Hearst KEY magazines. 


Editorial insight 
turns the key 


Just as each Hearst magazine provides the key 
to a particular group of readers, so the insight 
of Hearst editors turns the key — unlocks the 
door to their consuming interest. 


Hearst editors are dedicated to that interest. They 
live it—in fashion salons, on the banks of a trout 
stream, or behind the counter of a drug store. 


And as a result of this intensity of interest—on 
the part of editors and readers both — each 
Hearst magazine fits its audience as a key fits 
its lock. 

For nothing is so dear, so close to a reader’s 


heart as a magazine that mirrors his most cher- 
ished interest. 


Hearst men 
are key men 


Hearst representatives are key men in the publi- 
cation field —— because each of them speaks with 
an intimate knowledge of the interests of 
Hearst readers. 


They speak of reader interest as the key to circu- 
lation. They have the charts—the figures—but 
they talk in terms of people, of their special 
interests, and how best to reach and sell them. 


For they know that good reading makes good 
advertising, and vice versa. And the Hearst mag- 
azines combine both. 


Hearst markets 

are key markets 

From this, it goes without saying — that Hearst 
markets are key markets... 


Because they are based, not on circulation figures 
alone—but on the personal intense enthusiasms 
of particular consumer groups. 


So that Hearst advertising is keyed advertising 
keyed to the interest of the individual consumer, 
reached through insight that incites action! 


American Druggist 
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Neo” | 


metalworking 
plants eee 


only modern machine shop 
offers you... 


Largest circulation 92,000 | 


Largest number of 
plants covered 34,000 


Lowest cost per thousand . just $6.10 


Plus outstanding proof of advertising 
results: In 1956, Modern Machine Shop 
carried more pages of advertising than 
any other metalworking monthly! 

With Modern Machine Shop's massive 
circulation, you get the most complete 
coverage of all metalworking plants 
large, medium and small—plus deep 
penetration of the larger plants. Its good, 
big circulation is scientifically designed 
to do a thorough job in America’s biggest 
industry ! 


For results you can see, put your 


money where your market is... in 


modern machine shop Ga 
431 Main Street, Cincinnati 2, Ohio 


Also publishers of Products Finishing 
and Products Finishing Directory a 
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CORPORATE CLOSE-UP 8 
—r sw 
ow Bayer Means 5 
More than Aspirin KY 
The Bayer trade name—‘‘the biggest name in aspirin,” in the 


iew of its owner, Sterling Drug Inc.—will appear this month on 
a second product: Bayer Nasal Spray. 


Nasal Spray is not a new product. Sterling has been making it 
available under the unprepossessing name of Neo-Synephrine for the 


past 10 years. 


Now that the valued Bayer name has been affixed to its nose medi- 
cation, Sterling expects to breathe new life into this modified old 
product with exciting merchandising. Bayer Nasal Spray is being 
introduced in blue, green and brown-colored polyethylene bottles. 
For multi-unit sales to families these are touted to be “as personal as 
your toothbrush.’ 


[his promotional originality stands in sharp contrast to Sterling's 
substantial but plodding merchandising that has not made history 
since children began crying for its Fletcher’s Castoria. The news 
dovetails with recent sales figures indicating that something is stirring 
in the midtown Manhattan headquarters of the maker of Dr. Lyon’s 
looth Powder, lronized Yeast and Molle Shaving Cream. 


For a decade after World War II, annual profits oscillated between 
$10 and $13 million. Stability was the best that could be said for 
them. Sales were increasing by something under 5% in most years 
but Sterling's marketing pattern was dotted with lost opportunities. 
Famous brand names that could have conferred their blessings on 
new products were hoarded while such neutral labels were issued as 


\string-o-sol mouthwash and Fizrin analgesic alkalizer. 


‘The hit-or-miss brand name policy that has let in such monikers 
as Little Bo-Peep ammonia and Fleecy White bleach, early lost Ster 
ling the name Milk of Magnesia. Because it did not label the familiar 
Phillips’ line with its chemical subtitle, competitors claimed su 
cessfully that they had to identify their lines by the same name. 


Despite vast manpower in the field, the largest proprietary druy 
producer by far has had an inventory turnover of between four and 
five times a year, two-thirds that of its competitors. Foreign sales ac 
count for more than a third of volume. Last year Sterling raised sales 
to almost $178 million from 1955’s $170 million. In the first half 
of this year sales were $94.6 million, profits $8.7 million, compared 
to $16.9 million for all last year. 


Even more fundamental than transfer of the Bayer name from 
its pedestal to the rough and tumble of the new product fight, is the 
way management has turned its back on a long established policy of 
no industrial sales. The firm’s new Zimmerman process for elimin 
ating stream pollution by transforming industrial waste to fuel is a 
highly promising innovation by top brass whose experience is far 
removed from such operations. James Hill, Jr., 69, chairman, was 
once a U. S. Treasury Department accountant and rose through 
the posts of accountant and treasurer at Sterling. John Mark Hiebert, 
M.D., 53, president, worked in hospitals, married an M.D. 


One difficulty besets the transfer of Neo-Synephrine Nasal Spray 
from semi-ethical obscurity to the limelight of the Bayer brand name. 
Product redesign that encourages dosage without a doctor's direction 
has been known to incur the medical profession’s resentment. This 
is not healthy for a struggling new product and ill will can rub 
off on older members of the line. Perhaps that is why Sterling under- 
plays the corporate name. The 56-year-old firm has been through it 
all before. Phillips’ Milk of Magnesia was once a prescription drug, 
promoted only to the profession. 
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12,000,000 Families will read 
about “Surprise Girl’ Suzy Parker 


.-in the September 15th 


issue of ...-. 


>! 


MINNESOTA” 


“The telephone helps our field force save 9000 miles a month’ 


“Calling ahead for appointments saves us time, miles and 
money,’ says Mr. Elton KE. Mann, Vice President-Claims of 
l'armers Mutual Hail Insurance Company, Des Vioines, lowa 


‘It is standard practice now tor our 21 field men. 


“This idea is saving us about 9000 miles a month as com 
pared to previous procedures Not only do we cover a broader 
area, but we give better and quicker service. Agents are ready 


to see us, and we are ready with the items discussed by telephone.” 


We'd like to show you how your company can use the tele- 
phone most profitably. Call your Bell Telephone Business 


Office. A representative will visit you at your convenience. 


LONG DISTANCE RATES ARE LOW 


Daytime Station -to-Station Calls 


First Each Added 
For example 3 Minutes Minute 


Pittsburgh to Akron 55¢ l5¢ 
Dallas to Tulsa 85¢ 25¢ 
Milwaukee to Omaha $155 30¢ 
Des Moines to New York $180 O¢ 
Los Angeles to Washington, D.C. $258 65¢ 


Add 10% federal excise tax 


BELL TELEPHONE SYSTEM 


Call by Number. It's Twice as Fast. 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by the Editors 


FAIR TRADE MEETING HEAVY WEATHER. 
Manufacturers can’t sue violators fast enough. 
Discount houses manage to replenish their mer- 
chandise by one means or another. Half a dozen 
states now hold Fair Trading to be illegal, and in 
nine others, at least, it is inoperable because, ac- 
cording to the courts, Fair Trade contracts bind 
only those who sign them. 


Is there an answer? The retail druggists think they 
have one. It consists of simple and sweeping legis- 
lation—too simple to introduce until there is good 
evidence that Congress will react favorably. That 
may be during the next session. 


The proposed bill would permit a manufacturer of 
a trademarked product, in competition with other 
products, to set the retail price. A dealer who 
undercuts would be subject to suit by his competi- 
tors, both for injunctive relief and for damages. 
That, in essence, is the whole bill. Such complica- 
tions as conformity to state statutes and constitu- 
tions are simply by-passed. Enforcement, in effect, 
becomes automatic. 


Naturally, there’s the question of whether Congress 
can be persuaded to accept anything so majestically 
simple. 


The bill has an attractive preamble that declares 
that public interest requires that Smail Business be 
given a chance to compete. Manufacturers selling 
through independents need the same power to pro- 
tect their trademarks as those using company stores. 
Before the bill is introduced, its sponsors will try to 
build up general sentiment favorable to that thesis 


What if it fails? Then, still faster erosion of Fair 
Trade can be expected. So, however carefully they 
lay the groundwork, introduction of the bill will be 
a kind of “all or nothing” gamble. 
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Here’s the current state by state status of Fair Trade, 
as reported by the Council: 


Favorable decisions by the Supreme Courts of these 
15 states insure the validity of the respective Fair 
Trade Acts—California, Connecticut, Delaware, 
Illinois, Maryland, Massachusetts, Mississippi, New 
Jersey, New York, North Carolina, Pennsylvania, 
South Dakota, Tennessee, Washington, Wisconsin. 


No decisions as to constitutionality have been ren- 
dered by the Supreme Courts of these 17 states, and 
there have been no adverse lower-court decisions. 
Therefore, the Fair Trade Acts remain in full force 
—Alabama, Arizona, Idaho, lowa, Kansas, Maine, 
Minnesota, Montana, Nevada, New Hampshire, 
New Mexico, North Dakota, Ohio, Oklahoma, 
Rhode Island, West Virginia, Wyoming 


Adverse decisions by Supreme Courts make the 
non-signer clause invalid and consequently cut 
sharply the effectiveness of Fair Trade in these nine 
states—Arkansas, Colorado, Florida, Georgia, 
Indiana, Louisiana, Michigan, Oregon, Utah. 


Adverse decisions by lower courts are being ap 
pealed in Kentucky and South Carolina. 


The Supreme Courts of Nebraska and Virginia 
have voided their entire Fair Trade Acts. They 
now join with Missouri, Texas, Vermont and D.C 
as areas that have no Fair Trade Acts. 


The current count stands at 32 states with “enforce- 
able” Fair Trade Acts, 2 awaiting appeal, and 14, 
plus the District, without “enforceable” acts. The 
catchword, of course, is “enforceable.” Fair Trade 
is enforceable in two-thirds of the states—if you 
can afford to enforce it. The situation calls to mind 
Disraeli’s oft-quoted quip that “the courts are open 
to everyone .. . but then so is the Ritz Hotel.” 


Significant Trends 


(continued) 


THE OUTLOOK FOR PROFITS is generally 
good, according to a 205-firm survey recently con- 
ducted by the National Industrial Conference 
Board. But, the squeeze on profits continues to be 
a troublesome problem for many companies. 


More than half the 205 companies checked see 
better profits before taxes in the second half of 1957 
than in the first half. However, 23% expect second- 
half pre-tax profits to be lower, while another 24% 


foresee no change. 


For the year as a whole, there is slightly less 
optimism. An even 50% of the firms see 1957 
profits exceeding those of 1956; 17% anticipate no 
change and 33% anticipate that their earnings will 


be smaller 


LUNCH BOX BECOMING OBSOLETE. Rapidly 
replacing it in manufacturing plants are vending 
machines, which now dispense just about every- 
thing from fresh fruit to chili con carne. Eight out 
of 10 U. S. factories are using vending machines, 
in some form to help feed employes, and one out 


of five use vending exclusively. 


The variety of foods and beverages that they can 
dispense has greatly increased the popularity of the 
machines. In addition to such products as soft 
drinks, cigarettes, cigars, candy, gum, stamps and 
coffee, machine-vended items today include: ice 
cream, soup, milk, cookies, pastry, newspapers, 
stockings, handkerchiefs, hot or cold sandwiches, 
even entire hot meals: stew, pork & beans, spa- 


whetti, meat dishes, salads and desserts. 


lhe American public annually drops close to $2 
billion worth of coins into these robot merchan- 
disers. About 20% of all candy bars, 17% of all 
cigarettes, 25% of all carbonated soft drinks are 


sold automatically 


COLOR TASTES CHANGING. There isn't one 
trend but two in color today. Light browns and 
light gray greens are enjoying a surge of popularity 
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that is reminiscent of the rapid rise of pinks a few 
years ago. Pinks, as a family, seem to have reached 
a crest and are now slipping a little, though still 
strong. Light blue-green, a perennial favorite, re- 
mains the most popular single color in the U. S. 
Source for this color trend data is the California 
Ink Co., Inc., which bases its semi-annual color 
survey on sales of paint tube colorants to over 150 
paint manufacturers who distribute through 12,000 
retail paint stores. 


WHO’S TO BLAME? In the August 2 issue, this 
column asked the question “What the hell has hap- 
pened to retail selling?” We related at the time a 
personal experience of ours in trying to buy a G-E 
fan at four different stores. None of them had the 
model we wanted, but worse than that none of the 
people who waited on us even suggested that we 
look at or consider another model or another brand. 


In the next week’s mail was a note from T. K: Wolfe, 
recently of Southern States Cooperative. He asked: 
“Could the fault lie with management in not train- 
ing and developing salesmen and giving them suf- 
ficient incentive to do suggestion selling?” 


Mr. Wolfe makes a good point. What incentive 
does the average salaried retail salesman have to 
. especially sales of your prod- 
uct? In a great many cases there is no incentive 
whatever. He draws the same salary regardless of 


increase his sales. . 


sales volume. He gets no thanks for selling one 
brand harder than another. 


This fall, The Electric Auto-Lite Co. (see. article, 
page 34, this issue) will inaugurate an incentive 
program for its wholesalers and their salesmen 
using the versatile trading stamp. The company 
estimates that 30,000 automotive wholesale sales- 
men will participate in the program in which stamps 
—redeemable in brand-name merchandise—will be 
awarded for sales of Auto-Lite spark plugs, bat- 
teries, wire and cable. 


We think we know the answer to what will happen 
to sales of Auto-Lite products! 
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Best Window 
for a. 
Peeping om 


(especially if he likes to poke / } 


Window cartons are no snap — especially if they tend to 


snap when people poke at the merchandise inside. 


But new super-clear 75BF PLioFILM makes peeking a 
pleasure for shoppers who like to see goods just the way 
they look when unwrapped—for this new Goodyear film is 
super-clear, doesn’t pucker or wrinkle, provides a perfect 


showcase for fine, fresh products. 


GET THE FACTS—see how greatly this 

new PLIOFILM can serve you, at such low cost! 
Write the Goodyear Packaging Engineer, Goodyear, 
Packaging Films Dept. 1-6434, Akron 16, Ohio. 
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GOOD THINGS ARE BETTER IN 


AND IT PROTECTS THEM! 


Among transparent films, none safeguards foodstuffs with 
all the protective qualities displayed by PLiorinm: (1) 
Tough, it is extremely puncture-resistant (2) Dimension 
ally stable, it won’t crack or wrinkle when humidity changes 
(3) Flavor protecting, it has moisture-resistance to seal 
in flavor, freshness and quality (4) Machinability, it adapts 


perfectly to automatic packaging machinery 


‘GOOD*7YEAR 


PACKAGING 
FILM 


Pliofilm, a rubber hydrochloride ~T.M. The Goodyear Tire & Rubber Cow 


OUR 4th ANNUAL PICNIC’“ PROMOTION 
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PROVES IT AGAIN... 


NOBODY PROMOTES PICNICS 
LIKE THE AMERICAN WEEKLY! 


RESULTS ~—The American Weekly gets ‘em week after week... and 
advertisers and retailers know it! Proof? Over fifty top advertisers (right) 
appeared in The American Weckly’s June 23rd issue. 30 grocery store 
product advertisers (starred) participated in The American Weekly’s 4th 
Annual Picnic Promotion. 


What’s more, 4600 super markets each devoted an average of 5 hours 
to installing the 56-piece promotional display created by The American 
Weekly. That’s real proof of faith in results! 

Did they get them? We asked a cross section of retailers how the promotion 
paid off for them. Read their comments on how quickly American Weekly 
readers react. Here’s conclusive proof that when The American Weekly 
moves in ... products move out fast! 


Sr. PAUL WooDLAWwN, OxnI10 


Promotion sparked the big week in largest 
month of sales in Fairway Foods 43 years 
preselling done by American Weekly big fac 
tor in setting new sales record 


Tie-in with American Weekly highly suc 
cessful...Material added selling atmosphere 
to stores 

THe Krocer Company 


FAIRWAY Foops E. J. Stagnaro 


Louis Payin, Ad Mar 
MELROSE Park, ILL 
Material received wholeheartedly by store 
stores esti staff 100 per cent follow through in all 
stores 


PORTLAND, ORE. 
Picnic theme huge success 
mate very good increases 


Wapuams & ComPANy 
Harold J. Rosenthal, Director of Sales 


Jewe. Tea Company, Inc 
Tom Jacobson 


SACRAMENTO 
Promotional use of material successful with 
good increase in sales evident 
Sror & Suor 
Walter Kaasis 


ALBANY 
Terrific Promotion 
Departments 
ONEIDA Markets, INC 
W. J. Moore 


Sales Up in All 


DALLAS 
Promotion excellent 
from all of us 
7-ELEVEN STORES 
Bob Stanford, Ad. Mar 


Detroit 
Promotion very successful for King Cole 
Super Markets Picnic items moved well 


RUBEN ADVERTISING AGENCY 
Ruben H. Isaacs 


sales good... thanks 


WICHITA 
Promotional material tops complete cov 
erage tn sixteen stores sales good 

THe Krocer ComMPANY 

Ralph A, Clinton 


Sr. Louis 


Well pleased with holiday week-end sales 
your material helped accomplish this 


Tom-Boy Srores 
Joseph E. Brenner, Ad. Mar 


IT’S TYPICAL! The American Weekly's Annual Picnic Pro 
motion is typical of the spontaneous sales results this lively 
Sunday magazine sparks all year ‘round. Over 10,000,000 families 
now read and rely on it. Shouldn't they be reading about you? 


Tee NK VWERICAN WEEKLY 


... trusted buying guide for over 10 million families 


THE AMERICAN WEEKLY + 63 VESEY STREET, NEW YORK 7, N. Y 
ATLANTA * BOSTON « CHICAGO « CLEVELAND « DETROIT « LOS ANGELES « SAN FRANCISCO 
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OVER 50TOP = \\\. 
ADVERTISERS featured ™ 
in The American Weekly's 
_ June 23rd Picnic Issue 
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*Adolph’'s Ltd. (Meat Tenderizer 


“Anheuser-Busch, Inc 
(Budweiser Beer) 
*Best Foods, Inc., The (Mayonnaise 
Block Drug Company (Posiam 
*Carnation Company (Instant Milk) 
*Clark Brothers Chewing Gum Co 
*The Coca-Cola Company 
Colgate (Cashmere Bouquet) 
Colgate-Palmolive (Ad) 
Cuticura (Soap & Ointment) 
Dr. Ross's Dry Bath (for dogs 
Dr. Scholl's (Zino Pads) 
Doubleday & Company (Books) 
*Duffy-Mott Company (Apple Juice) 
Ex-Lax, Inc 
Foster-Milburn (Doan’s Pills 
Gaines (Dog Biscuits) 
*General Foods, Inc. (Swansdown 
Lemon Flake Cake Mix) 
*H. J. Heinz Company 
(Beans, Pickles, Condiments) 
“Hemp & Company 
(Little Brown Jugs & Chests) 
*Heublein, Inc 
(Grey-Poupon Mustard) 
*Hunt Foods, Inc. (Tomato Catsup) 
*Jos. Schlitz Brewing Company 
(Schlitz Beer) 
*Kaiser Aluminum Foil 
Kellogg Company (All-Bran) 
Kenton Phar. Co. (Brown-A-Tone) 
*Landers, Frary & Clark 
(Universal Vacuum Bottles) 
Lever Brothers (Breeze) 
“Liggett & Myers 
(Chesterfield & Oasis) 
“Lorillard, P. (Kent Cigarettes) 
Mutual of Omaha 
"Nestle Company (Nescafé) 
Norwich Company 
*Pepsi-Cola Company 
*Philip Morris 
(Philip Morris Cigarettes 
*Philip Morris (Marlboro Cigarettes) 
*Pillsbury Mills, Inc. (Pillsbury's 
Best Flour & Contest) 
Plasti-Liner Company 
Pond's (Angel Kiss) 
*R. R. Williams, Inc. (Wash-'n-Dri) 
*Sea & Ski (Tanning Cream) 
Shwayder Company 
(Samsonite Card Table) 
*Squirt Company (Soda) 
Stanback Company 
Sterling Drug (Midol) 
Sterling Drug (Campho Phenique) 
*Swanson Cookie Company 
(Archway Cookies) 
Tampax, Inc 
*United Fruit Company (Bananas 
*Van-Frank Sales Company 
(Lawry's Seasoned Salt) 
“Wesson Oi & Snowdrift Sales 
Company (Wesson Oil) 
Whitehall Phar. Company (Prep. H) 
"Wishbone Products Co 
(Salad Dressing) 


Circulation without 
high blood pressure 


Newsweek's com-mu’‘ni-ca’tive 
audience...growing even faster in quality than quantity 


n the competition for audiences by all media, numbers are not 
necessarily the only gauge of value 


Take the case of Newsweek. Its circulation policy—like its , . 
editorial policy—has been aimed consistently at quality. And, as eC 
idvertisers have pointedly mentioned, NEwswkreK accomplishes SW 
ite circulation gains before announcing them. Here is the 5-year | CaL 


record of NEWSWEEK circulation gains 
... the magazine for 


Cirevlation Circulation A sound growth— but beyond com-mu' ni-ca’ tive people 
Rete Base Delivered these numbers is the all-important 
800,000 875,07) story: 94.9% of these people are 
800,000 922,597 concentrated in business, industry, 
900,000 1,001,069 government and the professions, 
1,000,000 1,056,537 65.4% of them are administrative 
5 1,000,000 1,077,478 or operating executives in business 
1957 (ist 6 mos.) 1,050,000 1,119,125 and industry, and two out of three 
NEWSWEEK families have incomes 
over $7,500. 


*As filed with the Audit Burea sculations 
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LE T TERS TO THE EDITORS 


the competition knows it's 
around 


Epiror, SALES MANAGEMENT: 

Your survey of corporate compe 
tition in the electric shaver market 
(Corporate Close-Up, July 19) was 
enlightening but incomplete. In fact, 
it went against our grain. While you 
did not mention the Ronson ‘66” 
electric shaver in your article, our 
competitors are all too painfully 
aware of its growth within three 
years. 

‘Talk about confidence, our retail 
ers are now giving a Ronson lighter 
to each customer who merely takes 
the Ronson “66” shaver home for a 
21-day free trial period. 

The Ronson “66” has a real per 
sonality—and if you don’t believe me 
ask the man who hones one. 

Stanley D. Greene 


Field Merchandiser 
Ronson Corp. 


Newark, N. J. 


3M can't claim him 


Eprror, SALES MANAGEMENT: 

It came as somewhat of an eye 
opener to note on page 52 of the July 
5 issue that the Mexican Business 
Man of the Year, Emilio Azcarraga 
is associated with our company here 
in Mexico City. 

While I am sure that 3M Man 
agement in St. Paul would be most 
enthusiastic at the prospect of Don 
Emilio running our Mexican opera 
tion, | am afraid his various other 
occupations and interests might well 
preclude such a possibility. ‘There are 
few business men in Mexico or any 
where else in the world who have 
built an empire in the field of enter 
tainment which can match Don 
Emilio’s. TV, radio, movies and other 
miscellaneous ventures fall within his 
scope. 

None other of Mexico’s important 
leaders of business comes even close 
to Don Emilio in recognizing the 
fundamental importance of the role 
played by advanced programs of mar 
keting in the rapidly developing econ 
omy of this country. He richly de 
serves the Business Man of the Year 
award for his past activities, as well 
as his foresight in the field of selling. 


MeNeil S. Stringer, Jr. 


(jeneral Manager 
Minnesota Manufacturera de Mexico 
Mexico City 


SEPTEMBER 6 1957 


survey of industrial buying 


power 


Eprror, SALES MANAGEMENT: 

Congratulations on the new Survey 
of Industrial Buying Power. For 
those of us in the consulting business 
as well as the business of teaching 
business, this will be an invaluable 
companion to the May 10 “Bible.” 

I sat right down and examined it 
page by page, from your “Looking 
Back and Ahead” [ Editorial, page 
6!) to the Advertisers’ Index. Having 
just acquired a new client who 
the paper manutacturing industry 
have already been able to make use 
of your new SIBP at our first sales 
meeting. It pleased the client no end 
that I was able to give authoritative 
information not only on our client's 
business, but on our customers and 
our customers’ customers. 

Please congratulate Dr. Gould and 
Mr. Andrews for me. I look forward 
to the day when the Survey of Indus 
trial Buying Power attains the 800 
plus page size of the May 10 Survey 


He tor Lazo 


Director 
Marketing Counsellors 
New York, N., - 


Eepiror, SALES MANAGEMENT 

Your July 10 issue, carrying a Su 
vey of Industrial Buyine Power, wa 
of tremendous interest to the writer 
and started a new train of thought 
that we have been trying to crystal 
lize for a long time—namely, the set 
ting of a sales quota in order to de 
termine both for ourselves and ous 
men in the field what percentage of 
a market we could set for these men 

Our first problem was finding out 
just how much of a market there was 
tor out product. 


Black 


President 
Industrial ‘lextile 
Cleburne, ‘Texas 


kprror, SALES MIANAGEMEN1 
Congratulations on the first issue of 
Survey of Industrial Buyine Powe 
his is something that has been sorel 
needed and | am sure that in a short 
time this information will become a 
authoritative in the industrial field 
your present Survey of Buyin 


Power is in the consumer field. We 


{continued on page 23) 


IN LOS ANGELES 
THEY SAY 
‘TIMES, FIRST OF ALL 


*K Advertisers 
place 49.8% 
of ALL their 
Los Angeles 
metropolitan 

newspaper 
linage in 
The Times 


(In the first 6 months of ‘57 
The Times led in 
95 of Media Records 


114 classifications.) 


Los Angeles — 3rd market in the 
nation — looms large in any major 
business planning. Top-ranked 
salesman in this prospering area is 
The Times, first in total advertising 
in the local field and nationally 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


Starting January 6,i958 


PURCHASING Magazine 


will be issued 


every other Monday 


The purchasing agent today is a key man on the modern 
management team because he is in a position to increase 
profits through scientific purchasing methods. That’s 
why the industrial buyer needs all the information and 
all the ideas he can get. It is the reason why. PURCHASING 
Magazine will publish every other Monday starting 
January 6th, after 42 years as a monthly. 


This every-other-Monday publishing schedule gives 
readers more methods information—more articles on 
subjects like value analysis, contract law, inventory 
control, etc. Besides giving readers more, the every- 
other-week schedule makes articles easier to find, easier 
to read. 


The reader (God bless him!) is the primary beneficiary 
of the increased publishing frequency of PURCHASING 
Magazine. However, there are important advantages 
for industrial marketers as well: 
1. Greater frequency of contact — you can reach pur- 
chasing agents twice as often. 
2. More flexible schedule—announcements will reach 
purchasing agents more quickly. 
a. Increased visibility — ads will show up better in a 
slimmer magazine. 
a. More effective positioning of advertisements is now 
possible. 
s. An easier to read, more timely magazine is bound 
to result in increased readership.* 


*12 Starched issues in 1958 will help measure this readership. 


LETTERS 


are studying this survey very closely 
and expect to use it extensively in the 
preparation of 1958 marketing plans 
for our clients. 

It’s a wonderful job. I do hope 
that it will be a permanent annual 
affair. 

We in industrial marketing need 
this help badly. 


Sidney Clayton 


Sidney Clayton & Associates 
Chicago, III 


Epiror, SALES MANAGEMENT: 
CONGRATULATIONS ON 
SURVEY OF INDUSTRIAL 
BUYING POWER. DATA AND 
EXPLANATION OF SIC OF 
FER REAL ADVANTAGE IN 
INDUSTRIAL MARKETING. 
T. V. Oppenheim 


Marketing Dept. 
Moore Business Forms 
San Francisco, Calif. 


how to get more salesmen 


Eprror, SALES MANAGEMENT: 

The following is an excerpt from 
a letter, sparked by your special re 
port, “Needed: 404,580 More Sales 
men” [page 72, Feb. 15 issue], which 
I have sent to the San Francisco 
Chronicle: 

“Your August 4 editorial pointed 
out that ‘this Nation’s critical short 
age in engineers has not only abated,’ 
but is taking on ‘some aspects of a 
critical glut.” The 1,000 engineers 
recently released by the Air Force, 
owing to the abandonment of the 
Navaho guided missile project at 
Downey, Calif., are reported to be 
having great difficulty finding new 
jobs. Some of them, your editorial 
stated, ‘are contemplating a shift from 
engineering to sales jobs.’ ”’ 

Such development, this observer 
submits, has a quite wholesome aspect. 
We have another critical shortage in 
this country—salesmen. It might be 
well to make this a subject of public 
information, because the simple truth 
is that sales manpower is basic to 
making our economy function as well 
as it should. 


Erwin H. Klaus 


San Francisco Manager 
The Eschen Co. 
San Francisco, Calif. 
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Insurance 
protection 


Is 
most 
important 


Don't drop insurance protection 


when you add profit and ship 


When a shipment is made—title passes—and you create an account 
receivable. You are more certain of the end result—PROFIT—when 
you protect accounts receivable with Credit Insurance, That’s why an 
increasing number of executives have decided that NO cycle of protec- 
tion is complete unless capital invested in accounts receivable is insured 
by ACI. To learn more about Credit Insurance, call our office in your 
city, or write AMERICAN Crepit INDEMNITY COMPANY of New York, 
Dept. 59, 300 St. Paul Place, Baltimore 2, Maryland 


Liquidity of capital is the 
prime responsibility of management. 
Protect your working capital 


invested in accounts receivable 


with . 
" American 

Credit 
insurance 


in THIS WONDERFUL 


Fabrication 1e purchase . Design Application ME 
‘ = Factors govern specifications for 
. metal products. From thousands of 
sources and specifications for a tre- 
mendous variety of metals, ONE 
selection is most efficient, most ec 
nomical, Extensive engineering 
knowledge of metals and processes 
provides the correct answer. Metal 
Progress and the American Society 
for Metals provide annually more 
than 100 million pages of Metals 
Engineering information 
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WORLD OF METALS 


ME factors 


mean everything! 


TYPICAL PRODUCTS 
INFLUENCED BY 
ME FACTORS 


Purchase and use of products 
such as these depend upon know!l- 
edge of ME Factors... Metals 
ing Factors. Only Metal 
Progress and the American 
for Metals concentrate 


" 
. Becouse Metal 
Progress is the one metals engi- 
neering magazine, it is basic to 
your business of selling the metal 
industry. 


METAL PROGRESS 


AS 
Ww 


SEPTEMBER 6, 1957 


Only metal could give us this wonderful era of tomorrow. Only metal could 


us the tough, durable tools of manu 


iences of comfortable leisure the new 


Oo well 


nade Our most 


the shimmerin vleamin onven 


nt weapons of nanonal 


t govern each ep Of prodt 


ition 


Metallurygist & expe 


ind together through membership in the Ameri 


h readership ot Metal Pro 


hed monthly 


erly seek the benetits of over 


published annually by ASM 


incering application of ME Factors 
cll the metal industry, the 
i know these factors 
check them over with an ASM staft engineer 


Factor Chart that applies to your product 


for this free service 


Castings 

Powder Metals ond Parts 
Precision Castings 

Sompings 

Weldments 

Tubing and Other Mill Shopes 
Forgings 

Extrusions 

Tool Steels and Toe! Materials 
Cut-Off Equipment 

Presses and Brakes 

Machine Tools 

Coolents and Lubscants 


CLEVELAND 3 
CHICAGO 4 
DETROIT 21 
NEW YORK 17 


“The Magazine of Meta/s Engineering’ 


detense. Onl 


ive resource by struct adherence to MI 


con proce 


an Society tof 


res their Society's brilliantly-edit 


als engineerin 9 4 


100 million pages 


vital information, essential ¢ 


success Of your products may | 


he wall be happy to 


Phone or write your ASM 


Furnaces and Ports 
Induction Heaters 

Special Heating Equipment 
Quenching Fluids Equipment 
Atmosphere Preparation 
Solts 

Supplies 

Pyrometers 

Indicators and Recorders 
Gos Semplers ond Analyzers 
Automatic Flow and Pressure Controls 
Gas Welding ond Cutting 
Flectrical Processes 


Published by the American Society for Metals 


7301 EUCLID AVENUE + CLEVELAND 3, OHIO 


metal 


Are you tamiliar with them 


liseri 


Brazing ond Soldering 

Fasteners 

Degreasing f quipment 
tlectraplating fquipment 

Finishes 

Rust Preventatives 

buflers and Polishers 

tquipment for Purification of Solution, 
Mechannal lesting Equipment 
Mucroscopes and Attachments 
Herdness Testers 

Nondestructive Testing | quipment 
Goges ond Comparators 


Chilton announces... 


AIRCRAFT 


AND MIS 


@ The only magazine in the field 
exclusively edited for manufac- 
turing design and production per- 


e The first truly industrial maga- 
zine directed to operating 
management in the aviation 


manufacturing industry sonnel 


SILES 


e@ The only magazine in the in- 
dustry to offer advertisers ex- 
clusive coverage of aviation man- 
ufacturing 


FIRST ISSUE JANUARY 1958 


RCRAI AND MISSILI MANUFACTURING is 


unique 


Ihe prime purpose of this new monthly publication is to 
promote better communications between engineering and 
production personnel and between the manufacturers 
within the industry. In the past there has been no single 
publication serving as a common meeting ground and 
forum for the airing and solution of the combined com 
plex problems of production and design. Original feature 
will deal with engineering and production by the 
The approach will 
be one with @€mphasis on the whys and wherefores and 
on practical solutions to manufacturing problems 


article 
most economically feasible methods 


New planes and missiles will be traced from design en 
gineering, through the production line and all the way 
to inventory. Stress will be laid on how the design and 
the production engineers can and must work together to 


deliver the goods to the user—civilian or military. 


vil ILE MANUFACTURING is needed 


Research has proved the need for an entirely new kind 
of publication to fill a void that people in the industry 
feel strongly exists today. Independent studies by John 1 
Fosdick Associates, New York, conducted by personal 
inferviews among key operating executives in manufac 
turing companies, indicate a “strong desire for concen 
trated information on new design and production tech 
niques.” These studies are being continued to keep a 
finger on the pulse of this fast-changing market. 


MM ntrotles 
Through extensive field work, which is continuing, a list 
of more than 15,000 names has been built, one by one 
Every name on the list represents someone whose func 
tion is related to manufacturing, engineering or purchas 


ing. This includes design engineers (in manufacturing): 
production personnel, such as plant superintendents, tool 
engineers, and department heads; and purchasing execu 
tives. A and MM’s bull’s-eye circulation eliminates from 
your advertising expenditure the high cost of mass-circu 
lation, general-appeal aviation magazines. You do not 
have to pay for reaching people connected with air car 
riers, Maintenance operations, terminal airports and the 
like when your market is primarily the manufacturers of 
aircraft, missiles, engines and parts. 


ind MM fits the ew industry pattern 


Due to current trends in the industry, contracts are being 
awarded with far greater care as respects costs. As a re- 
sult, the prime and subcontractors must learn to produce 
more economically and efficiently. They are eager for in 
formation on how to do their jobs better. They want to 
get it authoritatively and with the minimum of reading 
time—preferably between the covers of one magazine 
This is the objective of AIRCRAFT AND MISSILES 
MANUFACTURING 


A and MM own editorial and advertising staff 


This new monthly publication, backed by Chilton’s years 
of publishing experience, will have its own editorial and 
advertising staffs—completely separate from any of the 15 
other Chilton publications. 


AIRCRAFT AND MISSILES MANUFACTURING, a stand- 
ard-size publication, has been professionally designed and 
styled by George Samerjan, well-known New York in 
dustrial and periodical designer. The base rate for a black 
and white page on a 12-time basis will be $490. See 
September Standard Rate & Data for complete listing. 


AIRCRAFT AND MISSILES MANUFACTURING 


56th and Chestnut Streets ¢ Philadelphia 39, Pennsylvania 


A Chilton 


Publication 
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No. 1 IN CIRCULATION-— For the first nine months of 1957, 
Ladies’ Home Journal circulation will average an all-time high—over 5,450,000!* 


No. 1 IN NEWSSTAND SALES—At the newsstands, 
the Journal continues to outsell—and by a wide margin 
all other magazines edited for women. 


No. 1 IN ADVERTISING REVENUE—F or the first nine months of 1957, 
advertisers invested more money—and by a wide margin—in 
Ladies’ Home Journal than in any other women’s magazine. They 
invested nearly $22,000,000—an all-time high. 


No. 1 IN IMPORTANT P.I.B. CLASSIFICATIONS— Ladies’ Home Journal 
continues to lead in advertising revenue among all magazines edited for 
women in important P.1.B. classifications. To name a few— 
Toiletries & Toilet Goods; Drugs & Remedies; Food & Food Products; 
Household Furnishings; Soaps, Cleansers & Polishes; 
Household Equipment and Supplies. 


No. 1 IN MERCHANDISING~— Ladies’ Home Journal 
continues to lead in merchandising, with continuous and widely used retail 
promotion services for grocery, drug, appliance, home-furnishings, 
iewelry and department stores. Each is designed to help retailers 
sell more Journal-advertised products. 


The No. 1 magazine for women... 


“JOURNAL 
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Gets a Grip 


ales Monagerend 
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On Over-Decentralization 


Far-flung, widely-diversified ‘jack of all industries" finally 


exerts corporate control for ''mastery" in more of them, 


and more profitable sales. On 50°% more volume by 1962, 


President "Cord" Snyder intends to net twice as much. 


In the dozen years since World 
War I] three d's 
centralization, divisional autonomy 
have seemed the solution of a lot of 


diversification, de 


problems and the opening of broad 
new opportunities. 

But today more corporate manag 
ers are finding that the d’s have out 
run their ability both to control and 
develop them. 

As The New York Times points 
out—with current examples: ‘Hasty 
diversification plus unsuccessful con 
solidation equal some liquidation,”’ 

Directors and managers still lured 
by the d's first might consider the 
case of Blaw-Knox Co. of Pitts 
burgh. 
from 
Blaw-Knox has delved 
ever deeper and more widely into 
d-ing. It continues to diversify. And 


For a half-century, mainly 
acquisitions, 
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BY LAWRENCE M. HUGHES 


over the map, here and abroad, its 
operations steadily are spreading. 
This ‘department -store of fabri 
cated products” offers, through 11 di 
$200 ver 
sions of 400 things, and tailor-makes 


visions in four groups, 
many more. In price its items range 
from $20 million to $100; in type 
from clamshell buckets 
knife-sharpeners, dolomite machines 


portable 
tood product evaporators, and gas 
fire-sprinkling 
and ‘lV towers. 

If you need a whole new chemical 
Blaw-Knox will 


engineer, procure and build it, Other 


( leaners, to systems 


or petroleum plant 
industries which it serves—some of 

include 
railroads 


produc ts 
utilities, 
road-building, nucleonics. 

Obviously, no 
group of brains in a Pittsburgh sky 


them with many 
metals, electri 


human brain or 


ill the prob 


scraper could encotipas 
lems involved in them—any more 
than the Blaw-Knox men selling SAY 
could double for 


dairy equipment 


those selling vulcanizers for rubber 
tootweal 

The whole thing had to become 
divisionalized, 

Sut the divisions became o inde 
pendent that Blaw-Knox itself 
largely lost in the shuffle. And so we 
coordinated corporate planning, op 
erating and development 

In five years as president, W 
(Cord) Snyder \y ha 
worked to re-centralize Blaw-Kno» 
He has charted and streamlined the 


( ‘ordes 


organization; introduced corporate 
guidance, controls and objectives; de 
fined “line” areas of responsibilit 
strengthened and added “‘staff’’ fun 


tions, to get all 11,000 employes, in 


29 


BLAW-KNOX CONTINUES TO DIVERSIFY—but Snyder 
is getting a profitable grip on 4,200 fabricated products. 


LAW-KNOX 


luding (00) salesmen in 
forces working more effectively 
ind profitably for Blaw-Knox 


Snyder admits that his job is far 


VATIOUS 


from done 

And Blaw-Knox, still expanding, is 
not exactly healthy 

lo 13,000 owners of this $48.2 
million (net worth) outfit Snyder's 
figures for 1956 looked fair enough 
from $109.1 
nillion in 19 to $167 million. A 


record net mcome oft »/ 


, 
sales revenue rose 53, 


million 
ilmost trebled the $2.4 million of 
14 

But the 


them that some $55 million of the 


president did not tell 


$58 million sales gain and about $3 


million of the $4.6 million more 
profit, came from acquisition in 1955 
of vigorous Continental Foundry & 
Machine Co., of East Chicago, Ind 
For $19 million Blaw-Knox bought 
6 million-a-year more sales! 

liven so, corporate net-to sales still 
was only a bit more than 4% Iwo 
divisions which account for more 
than 25°) of volume operated at a 
loss 

Cord Snyder talks in terms of a 
$200 million Blaw-Knox volume in 
1957 and $250 million by 1962 
Further 


icquusitions would raise these sights 


from present product lines 


But he is more concerned with 
raising — ratios La year earning 
before taxes and renegotiation climbed 
from 5 to 8 of volume. He intends 
to make them 12% 


Blaw Knox 


needs the money In 


Gets a Grip on Over-Decentralization 


1954 the company shouldered its first 
long-term debt—borrowing $15 mil 
lion, and then the next year, $6 mil 
lion more. Also, as of last December 
a “current” bank loan still stood at 
$6 million, and the outfit had only 
$12.8 million cash in the till. 
Snyder appeased the owners by 
adding $1.85 a share in stock to the 
customary $1.20 cash. For more ut 
gent needs he retained three-fourths 
of earnings. 
Cash must finance both current 
operations and orders and tomorrow s§ 
expansion. Snyder boasts that back 
log of orders last year soared 38, 
from $111 to $153 million, (and on 
July 31 stood at $178 million). But 
meanwhile, last year inventories dou 
bled, from $34.5 to $69.2 million. 
Blaw-Knox thanks its stars that a 
third of volume now is done in prod 
ucts on which the lead time is short 
enough to return expenditures fast 
and that 


progress 


customers’ advances and 


payments largely finance 


long-term contracts. Against the 


$34.5 million more inventories came 
a $27.2 million increase in payments 
Betting on continued inflation, Blaw 
Knox has adopted LIFO, or the last 
in, first-out method of valuating in 
ventories at replacement instead of 
original cost, And Snyder also intro 
duced the sum-of-the-digits approach 
which steps up depreciation in the 
early life of a facility. 

When Cord Snyder took over in 
November 1951, Blaw-Knox was 


somewhat less integrated than the late 


“INTEGRATION” and closer staff supervision, Snyder be- 
lieves, will make Blaw-Knox bigger than all of its parts. 


(Continued from page 29) 


League of Nations. Each division 
manager ran a separate 
Usually, he sought to get and hold 


his customers at any cost, including 


empire. 


those who needed tailor-made prod 
ucts and custom engineering. In the 
line of clamshell buckets, for instance, 
were 120 models. But if these in 
cluded 45- and 50-inch sizes and a 
customer asked for a 47, the division 
would make it for him, 

Units planned, 
duced and sold on their own—al 
most without contact, and often in 
keen competition, with other units in 
Blaw-Knox making similar or identi 
cal products. The only time salesmen 
Pittsburgh Rolls and Lewis 
Rolls met one another was when they 
happened to call on the same pros 
pects at the same time. 


purchased,  pro- 


trom 


Managers were proud of past per 
formance, and bothered little about 
future potentials. 
steel industry, 


Especially to the 
was a high 
level, social process: The more steel 
Blaw-Knox bought from a steel com 
pany for fabrication, the more alloys, 


“selling” 


castings and mill equipment it 
“Should” sell the steeler. 

Snyder knew he would have to re 
build the organization, both with 
present and new people. 

He started somewhat obliquely. In 
1951 Blaw-Knox had a board of 17, 
five of them managers. 
Snyder reduced it to 11, minus the 


division 
division managers. Replacements have 
been both outsiders (whom Snyder 


wants because “they can beat me over 
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FROM CASTINGS, chemicals and nucleonics to highway- 
building B-K intends to grow with “growth industries.” 


the back’) and since-chosen staff ex 
ecutives, 
Four 
tions were merged into B-K. 
Markets divided into 


four broad groups: 


quasi-independent corpora 


today are 


1. metal fabricating, casting and 
rolling mills (which with acquisition 
of Continental have resumed their 
share of half of all B-K’s 


“historic” 
volume) ; 


2. highway, public works and gen 
eral construction ; 


3. chemical and nuclear processes, 


and 


4. public service, utilities and “gen 


eral.” 


The 1956 annual report listed only 
five corporate officers: Snyder; three 
George E. Kopetz, 
Langreth, fi 
William 
Herbert 
general 


vice-presidents 
produc tion; ¢ yeorge L. 
nance and treasurer, and 
Rodgers, 
Hamilton, secretary and 
counsel. J. Sterling Davis has been 
named controller. Snyder, Langreth 
and Rodgers also are directors. 

This year came three more staff 
Howard M. Winterson, indus 
trial relations; John E. McWilliams 
purchasing, and Dr. D. F. Jurgen 
sen, new development and research. 

Snyder’s first chart 
appeared in February 1953. Thus, in 


four years, “coordination” has grown 


sales—and ‘T. 


v-p’s: 


organization 


SEPTEMBER 6, 1957 


‘The current chart (April 15, 1957) 
in fact reveals another staff function 


company facilities construction. 
Above staff level in corporate de 
velopment are the Washington office, 


public relations, and a “control se 
tion.” ‘These report direct to Snyder 

as do all staff officers and the heads 
Fabricated 
Piping 


of five operating units: 
Product Powe1 
and Sprinkler Division, Chemical 
Plants Division, Foundry and Mill 
Machinery Division, and Compagnie 
Francaise Blaw-Knox of Paris. 
District sales offices are maintained 
in Washington, Birmingham, Chi 
cago, San Philadel 
phia. But they are not “full line.” 
One location in San 
example, handles construction equip 


Operations, 


Francisco and 
Francisco, for 


ment and another rolling mills. 
From here on in, Blaw-Knox prob 
predomi 
nantly on civilian Since 
the Korean war its government busi 
ness has dropped from 40% to 10% 
of total. But Snyder still values it. 
‘The company’s present Washington 
State De 


ably will have to depend 


customers 


representative is a former 
partment chief of protocol. ‘Though 
foreign sales (excluding Canada 
which is regarded as domestic) a 
count tor only 5%, both Snyder and 
Rodgers fly over frequently to help 
French and British afhliates develop 
them. “Washington” works primarily 
on export business. 

Under Rodgers at hq. today are 
sections of Special Sales Activities 


(A. E. Hohman) ; Advertising (Paul 


SHARP REDUCTION IN GOVERNMENT SALES has been 
met by civilian-product sales effort here and abroad 


KF. Vollmer), and Market Research 
(Loring Phillips.) His own job 
Rodgers regards as a combination of 
top-level selling, “coaching” and sug 
gesting tor constructive coordination 
each division sales manager still re 
ports to his division manager Sut 
among other things, Snyder and Rod 
gers often can tell them whom to 
in prospect Companies 

Big ticket sales almost always are 
made direct, with the concurrence of 
various people—often a whole board 


All Blaw-Knox field men 


are sales engineers. But methods of 


of directors 


sales and distribution, of course, vary 


among divisions and product line 

Road and construction equipment, tor 
example, is sold through 120 agest 
“The divisions handle their own 
Rodgers SA \ but ou 


at headquat ter 


complaints,” 
may be sure that we 
see the bigger ones and see that 
something is done about them 

Snyder hired former financial con 
sultant Langreth to set up cost con 
rorecasts He 
picked former Lehigh-classmate Rod 


trols, budgets and 
ers, who had been making out well 
with his own Pittsburgh constru 
hion supply business 

In Snyder's report for 1956 
pear suc h statements as 

“The program of integrating mat 
ufacturing units és 

“A central Development and Re 
earch department id 
“To attain greater penetratior 
all markets for mill machinery 


(continued on page 125) 


THEY’RE IN THE NEWS ®t Harry wooowarp 


new post, alter 


194 
had 


32 


(left) 
like his 


talents might also have 


ite! Ir 

you agrees’ 
And his 
tashioned 
th kor 


bre Oo 


from the same prece 


at the Champion Paper 
both 


with which 


Junior are associated, new 


1 sales responsibilities have 


Herb 


marketing, a 


igned to these Suters 


mes senior V-p, 
having served since 


Herb, Ir 


and 


is sale ; director, 


been raised to v-p manager 


i new sales division, with responsi 


Like Father, Like Son 


bility for current selling of all pulp 
and board. He’s been with the 


1938 in its Cleveland 


paper 
company since 
sales offices, and at the 
Hamilton, ©. Before 
sold paper 


His dad 


will supervise price polic ies, market 


and Detroit 


home ofhce in 


that-—for five yvears—he 


for three other companies. 


research, ad coordination and market 


ing policies of Champion and _ its 
operating and converting subsidiaries. 
Herb, Sr., 


Champion in 1911 from the Wabash 


Canadian-born, came to 


Coating Mills. In 20 years he be- 
came v-p, general sales manager and 
a board member. Today’s Champion 
salesmen, he says, have better train- 
ing. “But the formula remains: smart 
planning, intelligence, integrity, sin- 
cerity and just honest-to-God hard 
work.”’ His son has this advice to of- 


“Pick a 


good company with a good product- 


fer to prospective salesmen, 
and make sure the company has a 
good sales training program.” Father 
and son happen to be alike in their 
hobbies (jolt. 


too. And gin rummy. 
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Sales Is Music to His Ears 
RCA Victor Redic-Victrola- Divi 


sion, Rad 0 Corporation ot Ameri 1, 


is giving added responsibilities to its 
key men: Among them is Louis | 
Collins, head of the Division's sales 
torce since its organization in 1954 
He becomes general sales manager 
Sales Department . . . Behind the 
upgrading: ‘a tremendous growth and 
diversity of radio, hi-fi sterophoni: 
sound business,” according to James 
\I. ‘Toney, v-p and general manage 
of the Division. Collins, young, afta 
ble, is “Mister Right’ for his new 
post. Since the war (he was an An 
Corps Captain) he’s been associated 
only with music-makers. He joined 
Admiral Corp. as Milwaukee district 
manager of the Distributor Division 
was director of sales at Capehart 
Farnsworth for two years before join 


ing RCA. In his present post he’s re 


sponsible for the sales program of the 


Division’s radio and tape recorders 


phonographs and hi-fi instruments, 
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The Doctor in 


Cyanamid's House 
He's Dr Wilbur G \Vialcolm 


and he won't be nursing sick iles: 


But, as the former p tor marketing 

American Cynamid wi nee 

the pre dent 
to h po mpg Tuture 
thi yiant among Ameri an 

industries had sale ver $500 mil 
lion numbered it hareholders at 
58,000, its employes at 27,500. ‘Thi 
year marks the company § Oth an 

*rsary. Into this picture, a hied 
teps Dr. Maleolm—a leading figure 
in Cyanamid’s Lederle Laboratori 
Division. He joined Lederle as a ba 
teriologi tin ‘3 Four Cal lates 
when he was 36, he became its exe 
tive director. When Lederle 
Divisional tatu (it had been 
wholly-owned — subsidias he 
named a v-p of Cyanamid. In Ma 
this year he became a member of 
ompany executive committee. He 
an honorary member of International 
ollege or Surgeon He and his wife 
and two sons live at Gjrand \ 


Hudson N Y 


ACTORS, ALL: Executives toured with Auto-Lite Travel- 
ing Theater, presenting Sellerama '57, “Key to Increased 
Sales,” to wholesalers. L. to r.: B. A. Noonan, merch. mgr., 


Service Parts; J. W. Lingle, merch. mgr., Spark Plugs; 
D. B. Seem, v-p, dir. of advertising; Robert Price, merch. 
mgr., Batteries; M. H. Smith, gsm, Replacement Sales. 


Auto-Lite Executives Go Dramatic 


With a three-hour script, a pack of props and a profes- 


sional stage crew, five top sales executives traveled |56,- 


000 miles to put on 24 shows for automotive wholesalers. 
Object: to build enthusiasm and sales for Auto-Lite. 


You have to put the ball in play” 
the way ‘The Electric Auto-Lite 
W | Blank vice presi 


dent and director of marketing, de 


Compan 


approac h to the sel] 
markets. [his 


year putting the ball in play” at 


cribe hi firm 


ny ¢ hy ille nye ot today 


\uto-Lite meant a nation wide tour 
of its own ‘Traveling ‘Theater presen 
tation that appeared before more than 
OUU automotive wholesalers and 

their men in 24 cities from coast to 
the ‘Traveling ‘Theater pres 

Mr Blank said, “we 

wrapped our product stories and our 


idvertising, merchandising and pro 


motional programs into one dramati 
package and took it to the field to 
show what Auto-Lite is doing and 
how our products and programs build 
sales.” 

‘The package was created to build 
\uto-Lite enthusiasm among whole- 
salers that handle several lines in ad- 
dition to Auto-Lite, many of which 
compete with Auto-Lite in the auto- 
motive replacement market. It was 
called “Auto-Lite Sellerama '57.” 

Five of the company’s top sales 
executives, turned showmen, provided 
the talent for the production, During 
the tour, from June 8 to July 25, 
each spent more than 40 hours on 


stage dramatizing the Auto-Lite story 
for wholesalers from Maine to Ha 
waii. In each of the 24 cities visited, 
Auto-Lite reserved the grand ball 
room in a leading hotel and invited 
area wholesalers to attend the after- 
noon and evening program that in 
cluded a refreshment period and a 
banquet, as well as the Traveling 
‘Theater presentation. 

“We had held similar hotel meet- 
ings across the nation in years past 
for our Auto-Lite battery accounts, 
and we knew they had been received 
well,” Mr. Blank said. “But this 
time we invited every Auto-Lite spark 
plug, wire and cable, service parts and 
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THEY DROVE IN in droves. Chartered buses brought SETS AND PROPS were in capable hands of a professional! 
dealers to Auto-Lite show. At least two states were stage crew. They dismantled and crated sets, shipped them 
represented at each meeting in east, five in other areas. to next point on coast-to-coast tour which covered 24 cities 


battery wholesale account as well as 
prospective account to attend one of 
the meetings. We pulled every stop 
to make sure they went away en 
thusiastic and confident of the sales 
power in the Auto-Lite line.” 
Auto-Lite teamed up with a the 
atrical firm to build its own portable 
stage and write a three-hour script 
filled with such attention-getters as 
blank pistol shots, skits, pretty girls, 
armed guards, and smoke bombs. 
Keach performer's talk was backed by 
special wide-screen colored slide films 
plus two full-color sound movies. 
Music was provided by an orchestra 


hired locally in the tour cities. “To THEY’RE NOT SIGNING AUTOGRAPHS. Auto-Lite executives-turned-showmen 


make sure everything went on sched meet their fans—wholesalers and their men—after the show. Renewal of personal 


ule, a professional Stage crew as well contact was an important element in the tour leading to renewal of orders 
as an experienced director accom 
panied the ‘Traveling ‘Theater. A spe 
cial van transported the set and prop 
erties each night to the next day’s 
meeting place on a fast-moving sched 
ule that included performances in De 
troit, Cleveland Albany, Soston, 
New York, and Philadelphia within 
the first week. 

Auto-Lite showmen knew from ad 
vance registrations that they were 
drawing their audiences from unusual 
distances, After the tour was com 
pleted, average miles traveled was 
computed to be over 300 miles per 
wholesaler attending one of the 24 
shows 


; ‘ 
- - - - : 
“Naturally, at the beginning we le 
were worried about the reaction to \ Ih \\\\ 
our show,” commented D. B. Seem, ‘ 


Auto-Lite vice-president and director 
of advertising, who was in direct 
charge of the presentation. We knew COSTUMES and skits enlivened the show. The executives behind those striped 


we had a hit on our hands when jackets and straw sailors are M. H. Smith (1.) and D, B, Seem. Armed guard is 
wholesaler after wholesaler at meet stationed in center to protect Auto-Lite’s program from its competitors 
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Auto-Lite Executives Go Dramatic 


NOTHING BUT THE LARGEST hotel ballroom in the world, grand ballroom of 
Conrad Hilton Hotel, Chicago, would do as setting for meeting in which auto- 
motive wholesalers from four states learn about Auto-Lite’s line for the 
replacement market, Full-color sound movie dramatizes significance of adver- 


tising to manufacturer, wholesaler, retailer, consumer. Note use of wide screen. 


GRAND FINALE of Sellerama ‘57 brings all five Auto-Lite executives together 
on stage for wow finish, Musicians were hired locally at each point of the tour, 
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(continued from page 35) 


ing after meeting made the same en 
thusiastic comments. 

“The best comments were those 
similar to what Jake Dietrich, sales 
manager of the K-T) Oil Corp. in 
1 Dorado, Kansas, told us after the 
Kansas City 
home and set up some dating deals 
to back up this program that will set 
that part of the country on their 


meeting: ‘I'm 


going 


ears. 

“After the Des Moines show, L. L. 
Lally of Lally’s, Inc., Des Moines 
told us he would have 600 men in 
attendance if we returned next year 
even though every one of his a 
counts was represented at this year's 
meeting.” 

MI. H. Smith, general sales man 
ager for Auto-Lite Replacement 
Sales, another of the touring show 
men, is convinced that the show has 
built a tremendous wave of enthusiasm 
among wholesalers across the country. 
He and three merchandising manag 
ers that carried their product stories 
to the field; B. A. Noonan, J. W. 
Lingle, and Robert Price, can reel 
off name after name of accounts that 
were signed after each of the 24 
meetings. 

Mr. Blank cited four reasons why 
the ‘Traveling ‘Theater tour was a 
success: ‘We had something to tell 
the wholesalers ; we introduced a per- 
sonalized incentive program for them 
(Auto-Lite is awarding 
stamps redeemable for valuable mer 


trading 


chandise to automotive wholesalers 
for sales of Auto-Lite products during 
August, September and October) ; we 
created a dramatic and entertaining 
way of telling them our story; and 
they heard it direct from our top 
sales executives. 

“There were significant develop 
ments in each of the product lines 
that meant easier selling and higher 
profit for wholesalers,” Mr. Blank 
continued, “In our service parts and 
wire and cable lines, we have accom 
plished a standardization program 
that substantially reduces the number 
of items the wholesaler or his custom 
er needs to stock for fast-moving cov 
erage of the market. In batteries we 
have a new low-price line as well as 
a new dry-charged battery tester, and 
in spark plugs we have the leadership 
of our Power ‘Tip development. Of 
course, those are by no means all the 
sales points we hit during the tour 
but they are examples of the type of 
information we gave wholesalers to 
help them increase sales.” The End 
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The largest single consumer of packaging 
is the food industry. It packages everything 
from raw fruits and vegetables on through 
all conceivable kinds of food—both liquid 
and solid—preserved by heat or cold. 
Therefore, a look at the package purchas- 
ing practices in this industry should tend 
to reveal where the package buying power 
lies. — 

A 


7 


7 


Can Initiate Purchases 


‘ 


Who Has the Say-So on Packaging Purchases ? 


Recently, such a survey was undertaken 
by “Food Engineering,” a business publi- 
cation. It studied 23 large food plants, rep- 
resenting 14 types of food processing, to 
find which men and which departments had 
the responsibility for buying packaging ma- 
terials. Here’s what was found (note the 
showing of sales management) : 


Influence Purchases 


83% 


i le ne ee i ee 


es 
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THIS |S more than a silo. The Harvestore calls for a new concept of farming. 


What It Takes to Sella 
$7,000 Product to Farmers 


A. O. Smith Corp. traveled a rocky road before it devel- 


oped a distribution system, a sales story, and a promotion 


plan to profitably market its Harvestore processing unit. 


Three Interesting Ingredients in 


The Harvestore Sales Plan: 


|. Highly restricted distribution through top notch dealers who sell, 


install and service. 


2. A drive to sell in the winter time when prospects are not so busy 


in the fields. 


3, A group selling plan called ''Elmer Meetings.” 


Next week (sept 12 and 13) at 
Rockton, IIL, a group of farmers and 
un ientists will be taking a look 
of the ideas and technique 

making news in agriculture 
Illinois College 


ure will be hosting a con 


ersityv of 

torage and silage spon 
Harvestore Products 
Division of Milwaukee's A. O. Smith 
Corp 


ored ) the 


The conference, which will include 


ts to Illinois farms and a panel 
| sion afterward, will hear the 
findings of research experts from the 
rreat Midwestern farm belt. A 
milar conference took place Aug. | 


1 | if the | niversitv of \l nnesota 


Minneapolis. Farmers heard talks on 
such topics as “Fitting Silage Into the 
Karm Plan,” “Implications of Sealed 
Storage,’ “Influence of the Forage 
Quality on Feed Efficiency and 
“Oxygen Free Storage.” ‘Vopics like 
these are on the agenda for the Rock 
ton Sessions 


these sub 


‘Together with pronts 
jects are close to the hearts of farm 
ers They are just as close to the 
Harvestore Division, 
which, from its headquarters at Kan 
kakee, IIl., is promoting, among for 
ward-looking agriculturalists, a “farm 
profit plan,” 


heart of the 


which justifies the $7 
UO) investment » the mipar 


essing 


Sales of the Harvestore have nearly 
doubled in less than five years. The 
firm showed an increase of 32% for 
the 1954-55 fiscal year; a 10% in 
1955-56, and the forecast 

1956-57, now being fulfilled, is 
1955-56. This adds up 
to a 930% increase since the 1953-54 


fiscal year. 


crease Tor! 


‘| WoO sales polis es have ha | 


hand in most of this increase: 
1. Establishment of 32 top-grade 
agri ultural dealers in strategically 
located farm market areas, replacing 
the former distribution system han 
dled directly by A. O. Smith sales 
men and, later, by dealer agents. 


i a 


ampaign 


double-pronged marketing 
} i 4 


which (a) emphasized 
winter selling’ and (b) promoted 


the farm profit plan by word-of 


mouth through key farm operators. 

The “farm profit plan” requires 
specialized, high grade dealers. 

The Harvestore itself is a glass 
tused.-to-steel structure that is sealed, 
s oxygen-free and used tor agricul 
tural and storage processing. [t some 
what resembles a huge silo, except 
for the mechanical apparatus at its 
toot and the breather bag svstem in 
the top 

But though it’s the hub of the 
program, the Harvestore unit is only 
part of the “package.” ‘The other 
part is a concept called ‘‘vertical 
farming,” by which the farmer can 
without buying 
more land or increasing production 
costs. Instead, he can grow “vertical 


boost production 


ly” by getting more use out of his 
present land and crops with the aid 
the Harvestore unit. 

In addition to fertilizer balance 
crop rotation and other efficient crop 
“vertical tarming”’ 
and = feeding 


ping systems, the 
dea _ stresses Storage 
through the Harvestore unit, which 
provides sealed, oxygen-free storage 
and easy bottom unloading. 
Harvestore salesmen point out that 
losses from conventional methods of 
utilization reduce the production to 
approximately two-thirds of its pres 
Field handling 


weather and spoilage in storage con 


ent value. losses 
tribute heavily to crop deterioration. 

But when the farmer stores crops 
prevent de 


under conditions that 


terioration and provide maximum 
feeding values, there’s practically no 
shrinking of the nutritive value. 
Selling this “farm profit plan’’ fell 
to Harvestore Division Manager Lee 
(Osborne 


Morris 


and his sales 
Fonda. The sales 


manager 


strean 


SALES MANAGEMENT 


EPTE 


YOUNG & RUBICAM,"™* 


Advertisi ne 


NEW YORE: CHICAGO - DETROIT « SAN FRANCISCO : LOS ANGELES + HOLLYWOOD + MONTREAL +» TORONTO + MEXICO CITY . SAN JUAN + LONDON 


WHERE DID EVERYBODY GO? 


One second ago 18,988,132 people were out there watching their ‘I'V 
sets. Maybe if that commercial had been just a little more fresh and 
imaginative... 


"More valid leads 
resulting sales", 


METALLIC BUILDING COMPANY re 
. 3500. * HOUSTON | * @£4-ten 


460) HOLMES HD. *« HOUSTON 2! TEXAS 


April 18, 1957 


Mr. Don Wood 

The Wall Street Journal 
Commerce Building 
Houston, Texas 


Dear Mr. Wood: 


We have felt for some time that The Wall Street Journal 
is one of the outstanding media for reaching prospective buy- 
ers of METALLIC buildings. As you know, we have been a 
steady advertiser in The Journal for the past seven years. 


We are continuing this program because we believe 
that we consistently have been able to pin-point more valid 
leads and resulting sales from our advertising in The Journal 
than those obtained from any other publication. 


Sincerely, 


METALLIC BUILDING COMPANY 


ble LL 


Gilbert Leach 
Vice President 


Just Pull The Trigger For Sales 


Want a 21-gun introduction to your top prospects? The Wall 
Street Journal delivers your sales message to men who guide the 
companies that need your product or service. Journal subscribers 
wield tremendous buying influence inside and outside their own de- 
partments. With its exclusive daily business news The Journal attracts 
their attention ...and enables you to attract their business. Some- 
thing really happens when you advertise in The Wall Street Journal. 


CIRCULATION: 488,156 
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NEW YORK, 44 Broad St. and WASHINGTON, 1015 14th St, WN. W. + CHICAGO, 711 W. Monroe St. 
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lining operation was planned in the 
Harvestore Division, then discussed 
with the marketing director at the 
\. O. Smith home office. From there 
on, Osborne and Fonda executed it. 

When the Harvestore Was intro 
duced eight years ago, A. O. Smith 
salesmen handled the distribution d 
rectly. Osborne explains that this 
plan required an overbalanced sales 
and service staff, working out of 
Milwaukee. ‘Trying to cover the 
whole country created problems in 
sales, installation and service. 

The next step was the establish 
ment of dealer-agents in five key 
agricultural states. But those dealer 
agents had only to sign up the cus 
tomer. ‘They had no particular 
responsibility for the installation or 
service after the sale was made. This 
meant the main office of Harvestore 
was kept busy sending crews around 
the country at extra expense to instal] 
and service the units, 

In 1955 Harvestore sales had in 
creased to the point that the division 
was moved to Kankakee, IIl., where 
it could take advantage of the en 
gineering efficiencies already attained 
by the A. ©. Smith Permaglas, a 
glass-lined water heater, which was 
manufactured there. 

Management decided it was then 
time for a change in the sales or 
ganization, too. Dealers were needed 
who could and would make a sale 
and carry full responsibility for both 
installation and service. 

Harvestore had no trouble getting 
applicants for dealerships. Who 
would, with the bandwagon rolling 
along on a $7,000 item? So Osborne 
and Fonda carefully screened leading 
agricultural dealers whom _ they 
thought could do the best all-around 
job, came up with 32, 

One of the most important con 
siderations was favorable location in 
a rich farm area, Twenty-four of the 
thirty-two are in the Midwest states. 
The other eight cover New York. 
New England, the eastern seaboard 
states, ‘Texas, California, Florida 
and the Pacific states. Nine states 
have no dealership coverage. 

‘The largest dealer now has four 
salesmen: the smallest has one sales 
man beside the dealer. But said 
Osborne, one dealer is adding six 
salesmen and several more are cut 
rently increasing their sales staffs 

‘The new enfranchisement progran 
meant a reduction of 70% in home 
ofhce and field employes but most of 
the former Harvestore personnel be 
ame associated with the new agricul 
tural dealers, thus filling the field 
operation W th persons who know 
Harvestores 


, ’ 
Besides the 93% sales increase, the 
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new organizat n provides other ad 


vantages: 


‘. ‘| he agi cultural dealer now has 
a direct link with the customer. With 
1 substantial investment in his bus 
ness, the dealer takes a more personal 
interest in the transaction. Some 
dealers } le nothing but Har 
vestores 


ce is no longer a problem. 


selling job can be done 
because sales effort being con 
centrated in the strong farm 
rather than scattered all over 
“single shots.” 
80% of the agricultural market fo 


Harvestores the 


country in 


company believes 


can be covered by the dealers and 

their expanding sales staffs. 
Also contribut 

is a hard hitting sales management 

which includes a staff of seven area 

Fonda. ‘These 

are Harvestore men who 


Increase 


sales managers under 
managers 
work with the dealers on Harvesto: 
They do not 


business, but they 


poli 1€8, Manage the 


dealer's support 
him with advertising, merchandising 
and sales and service tools and Zz ! 
ance. \rea . a 


Smith training directors were busy 


managers and 


during \ugust conducting schools for 
deale1 


themselves. The s hooling acquainted 


the dealers’ salesmen and 
them with the farmer’s problems oO! 
nutrition, and fol 
low-up problems in the field. 

‘| his 


worked, said Osborne, because it knits 


teeding, cropping 


co-ordinated program has 
together what was once a loose sales 
arrangement 

Advertising and sales 


programs are 


promotor 
planned and directed 
by Harvestore Division management 
but advice and technical aid from the 
marketing divisi 4. O. Smith’s 
\lilwa ke -adqu rs 1s ivailable 

Marketing Director S. E. Wolken 
heim has in his division a staff trained 
in advertising ales analysis sales 
relations and new 
s staff acts as a 
marketing consultant to each of the 
A. O. Smith Divisions, besides actual 


ly handling the project for the di 


public 


promotion 


product ideas. Th 
| 


sion, if requested 
(Ot the many n 


porn 


1. The Harvestore stress on “win 
Cl selling [ nae Fonda 5 dire lot 
t normally slow season ha been 
rormed int of the bette: 
g periods. basis for thi 
i ) ity SAVINZS I 


oftered t istomers 
De 
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W inte! 


ilk to the farmer, 


April and May installatio 
is an ideal time to t 
and the incentive encouragement 
helps him close the sale before spring. 
December sales jumped 530% 


the “winter selling” 


since 


program began. 


2. The “Elmer 


vpe of gathering is designed to o1 


\leet ng 


farmers it Harvestore 
\leetings are 
an “E-lme ol 


leading Tarmet! in the community. 


leading 


and “vertical farming.’ 
held in the home or 


W ord-of-mouth promotion has been 
developed and the Harvestore ay 
proach is personalized, Questionnaires 
filled out 
purposely restricted to small groups 
also give dealers and A. O. Smith ey 
The p 

actually to 


develop prospe mf : ike appoint 


at the meetings which are 


cellent follow pu aterial, 


pose ot! each meet 


ments tor individual discussions and 


presentation o 


plans 


! at Rocktor 
and \linneapol s, the first of the 
Kind evel held are 


romotional efforts t educa 


Lhe ollege onrerets c 
ewed not i] 


onal conferences tor fart rs, Tarn 

ientists and Harvestore executl 

At the Minneapolis 
1 sus tour ve \I I 


lade a | 
farms, examined 


} 
conterence ¢ 


\ systems and looke 
the quality of the feed 
But owners of Hary 
their own plugs for the ipparatus 
Arnold Johnson who works 160 acres 
of his farm near Winthrop and raise 
300 to 400 hogs in addition to 16 
milking cows, said his livestock do 
not eat as much Harvestored corn 
is they did dri corn to gain shipping 
He keeps his cor it about 
moisture He idded that he 
in teed his hogs from one to two 


Sealed 


weight 


I” 
( 


ents a pound cheaper with 
storage cor! 
Harvestore ex tive listene 
when Johnson neighbo 
Fred Messner, also of W inthrop 
alled Harvestore units a good i! 
vestment for cattle raisers fron 
eed and labo: iving standpoint 


Harvestore 
la o. 


rage 


WHAT MAKES 
A READER BUY? 


Nothing matches the power of am- 


bition 


Wall Street Journal readers are 
nen who keep getting ahead in bus! 
ness. You see prool ol this every day 
in news reports about high position 
and greater honors won by men who 
read The Wall Street Journal, Be 
cause they're career-minded, they're 
A little analysing 


advertising minded 


explains why 


To get ahead in business today, a 
man must be able to take advantage 
of every help that the market offers 
Often, such help takes the form of 
new or improved products, services 
or ideas that are made known through 
advertising. Through the years, Wall 
Srreet Journal readers have learned 
to look on 


advertising as though it 


vere person il and business counsel 


Result: They're not the kind who 


lave to be trapped Or tricked into 
mailing an inquiry coupon or asking 
for more information, They want to 


kno \ 


Theory? Hardly. If 


you could see 
the testimonials (for example, oppo 
site page) The Journal receives con 
oud know there 


tinuously good 


olid fact behind the claim: No one 
is more responsive to advertising than 
the man who keeps getting ahead in 
busine 


Want your ads to make more 


progress?’ kxpose them to men 
who make progress. In The Wall 
Street Journal you'll be closer to 


the sale! 


In one week’s mail... 


n in Business 


results when you advertise in 


logic of business thinking is helping came from nearly every type of business, from the 


uli understand the problems of business giants as well as the rising young firms, and from 
profitable decisions according to a every part of the country 

New Way to Use Facts” in July Nation's Here is proof that Nation’s Business means action 

in business. It is proof that Nation’s Business, by con 

out that facts are merely raw material centrating on the areas of greatest interest to execu- 

hich decisions can be based, the editors high tive citizens (national issues, business leadership, 

teps which can help executives apply the ind government problems ), attracts the attention and 

ntific method of reasoning to the profitable solu respect of the men who make the buying decisions 

f business problems Nation’s Business 779,000 circulation reaches the 

Dur . ord wr 430 reprints of widest audience of businessmen. 550,000 copies go to 

Busin Order presidents, owners, and partners in manufacturing 


WHAT CONGRESS WILL DO IN ‘58. An outstand 
ing example of Nation's Business legislative cov 
erage, telling the business reader what to expect 
in the second session of the 85th Congress. Page 


32, August Nation's Business 


PROFIT SQUEEZE WILL TIGHTEN 
look ahead” article assesses the fut 
for profits and, at the same time 
misconceptions about the profit 


30, August Nation's Business 


SURVEY OF BUSINESS GIFT BUYING PRACTICES 
available as a free booklet, details findings of a 
study covering 3000 atior 

Covers purposes o 


sources, etc. Send 


N t| B 
banking, wholesaling, retailing, construction, trans 


portation. You reach more of these top-level execu 
tives through Nation’s Business than through the next 


two business magazines combined—and at a lower 
cost per L000 

Because Nation’s Business advertisers tell their 
story to the men who have the authority to take direct 
business action, they get results. That is why August 
is the 20th consecutive issue in which Nation’: 
susiness has shown an advertising linage gain 
Reprints of New Way to Use Facts’ available on 


request 


779,902 PAID CIRCULATION (A.B.C.), including 75,154 
executives of business-members of the National Chamber of 
Commerce and 704,586 businessmen who have personal 


subscriptions 


ADVERTISING HEADQUARTERS: 
711 THIRD AVENUE (at 44th S1.), NEW YORK 17, NY 
Washington * Chicago * Philadelphia * Detr 


Cleveland ° 


How Sales Chiefs 
Show Leadership 


decentralization of in 

brought problems 
opportunitie ne ‘ss execu 

( lo get ; cture » sale 

hiet's personal development, we asked 
VIANAGI NT Sale Leadet 
t Oo measure thei capa 


demonstrated in the role 
n their companies and in 
relations with their subord 
per tiie iperiors 
Do teel,”’ we asked Panelists 
that Ve board ort d rectors looks on 
the ile departmenc of your firm a 
more ital to the company s profit 
Making than t was 10 vears 
tiswer Yes 
S464 No said 16%, 
( ousiderably 


n today by management t 


Composite 
more time and et 
problems points out 
R. Norder, general sales man 
Whitney Chain Co., Harttord 
ind more high caliber people 

y recruited 
Bb. W ily i vice president 

Lhe klectric Products Co 

eland, declares that “the market 
‘cisions have a growing influ 

on profit 
Wi prepare more reports now on 
ind trends tor directors,’ says 
\illes 
partment, Esso Standard Oil 
York City 

e at the top has changed 

rous Companies ca White 

( sradall | he \V al 
Cleveland, calls 


ittention to the tact that io his com 


yener il Manage! nat 


manager 

ner & Swasey Co 

pany the “chairman ot the board and 
president rose trom sales 

iu * \IcKesson, vice-president 

ile il Chemical Co., Marinette 

\\ ( nds everyone of a basi 


ome come fron 


Sales 


informally)?” 


Why Sales Chief's Job Is Bigger 


Management asked members of the Sales 
Leadership Panel: 


“What new job functions have you assumed fairly 
recently (either on a formal table of organization, or 


Replies from 132 sales executive Panelists show that: 

79% have become members of the firm's long- 
range planning group. 

63% have been placed in the executive group 
charged with responsibility to see that their 
firm operates at a profit. 
have been named to their firm’s over-all ex 
ecutive committee. 
now have a responsibility in public relations. 
have been elected to their firm’s board of 
directors. 
have been appointed to various committees. 
have been made a part of the key group 
setting policy on stockholder relations. 


Next, we asked Panelists: 
“When your 


represent your firm at a gathering im 


president does not 


portant to your company, what is the 
title and function of the executive 
more frequently called upon to rep 
resent your company ?” 

Answers: 

35°, said the executive vice-presi 
dent. 

461/467 turn out to be the execu 
tive with the title vice-president in 
charge of sales, sales manager, vice- 
president in charge of sales & adver- 
tising, sales director, director of sales 
and advertising, and director of mat 
keting 

“Do you find that your president 
is calling on you more frequently now 
Panelists were 


“than he did on the man who 


for advice and help,” 
asked 
held your job five vears ago?” 

Answers: “Yes,” 80%. “No,” 
0, 

One of the reasons is implied in 
the answer to this question 

“Do you tind that the scope of your 
job today is wider than when it was 
held by your predecessor ? 


“Ves” 91C7, “No.” 


Answers: 
Oe. 
When we asked Panelists, in dem 
onstrating their leadership to their su 
periors, how many present their sales 
budget to the boards they replied: 

a fy $647 “No.” 54%. 

We asked Panelists: 

“In interdepartmental matters how 
do you rate the skill of the head of 
production ny securing approval ot 
your president tor his program ? 

Sales chiets said that 200 of the 
production heads are superb salesmen 
ot their ideas. But 74% found them 
only average, and six percent called 
the production chiet’s sales ability at 


the top level “below average 


‘The treasurer appears to be a more 
persuasive fellow, in the eves of the 
sales chief. ‘The treasurer, said 34% 
of the Panelists, is a ‘superb sales 
But 60% said he 


is only average and six percent said 


Ian of his ideas.’ 


he is below average. 

The sales executive considers him 
self a pretty fair salesman of himself 
and his own ideas. Only 16° of the 
Panelists believe that the sales chiet 
has a harder time winning approval 
than the treasurer. ‘The other 846 
said it is not harder. 

But sales executives have a big bar 
rier to hurdle when dealing with pro 
duction and finance chiets in tront ot 
their presidents. 

“Do you ever teel that your asso 
ciates are more ‘on guard’ when you 
are selling your ideas because they 
know a sales chief knows how to 
sell?”’ we ask Panelists. 

Answers: “Yes,” 410. “No,’ 
590; 

Lhe sales executive must demon 
strate his tact as well as aggressive 
ness. L. B. Pinkerton, vice-president 
and director of sales, White Labora 
Kenilworth, N. J., off 


sets this “on guard” handicap “by 


tories Ine., 


being as good a listener as a talker.” 

‘Treasurers, and production chiefs 
ire accustomed to preciseness. So it 
is not surprising, that H. C. Lembke 
general sales manager, Hammond Or 
van Co., Chicago, relies on “exacting 
qualification,’ 

Walter | Blake, sales n anagel 
{ » \lachine 
Warner Corp., 
comes this handicap 


Division, Stewart 
Lebanon, Ind., over 
‘primarily by 
onverting thoughts to their languag: 
which will make it sound more 


their advantage rather than strictl 


sales advantages The End 


SALES MANAGEMENT 


If you have a product to sell, 


and want to sell it fast 


place it in outstate Michigan’s fourth 
largest industrial market where your 
advertisement in THE SAGINAW 
NEWS is seen by more than 175,000 The Saginaw 
readers with an effective buying income 
of $296,287,000*, and where you are pay- 
ing ONLY 21 cents a line for a net paid 
circulation of 50,587**. 


*Sales Management Survey 


** ABC Publisher's Statement for the 
six months ending March 31, 1957. 


NATIONAL REPRESENTATIVES: A H Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476:; Sheldon 8. Newman, 435N Michigan Ave., Chicago | 1, 
Superior 7-4680; Brice McQuillin, 785 Market St., Son Francisco 3, Sutter 1-3401; Williom Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward |-0977 
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MARKETS: 


The Changing Aviation Market 


... requires new look at sales strategy 


alert marketers will check: 


@ Actual meaning of recent industry announcements. 


@® What basic industry trends are behind current changes. 


© How their sales promotion efforts measure up to demands 


of more complex market. 


@ What current industry announcements 
really mean to marketer 


Jutlook for aviation industry still bright. Employ- 
ment to continue at near record level. Some drop in 
production workers — engineering and scientific en- 
ployment stays high — actually increasing in some 
project areas. 


Some cutback of aircraft -- A.F. "wings" drop from 
137 to 128. Also reduction in number of "parallel pro- 
jects," both aircraft and missile — due to mounting 
ljevelopment costs. However, this does not greatly 
affect spending, because of higher unit costs of new 
weapon systems. Missiles to get larger share of de- 
fense budget — about 2.8 billion dollars. But, mil- 
itary shift in emphasis from aircraft to missiles 
gradual. No immediate phase-out of aircraft conten- 
plated. Example — ICBM will probably not replace 
manned bombers for at least 10 years. 


Industry and military leaders point out Air Force 
recognized change in weapon system emphasis two years 
ago, and as matter of policy designated aircraft 
companies as “missile systems" contractors. Trend 
is for aircraft companies to carry biggest share of 
missile systems production — often teamed with elec- 
tronic companies. 


Aircraft companies will shrink in plant "square feet" 
because "missile systems" require less area for 

production and storage — and there is less need for 

"stand-by capacity" in age of nuclear warfare. 


Serious industry and military talk of increasing 
future emphasis on manned hypersonic weapon systems. 


Present backlog and anticipated increase in needs 
for commercial high performance commercial aircraft 
adds strength to industry. Some manufacturers show 
new interest in development of business and commer- 
‘ial aircraft. 
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@ Less obvious trends behind industry 
changes basically more important to 
marketers 


Increasing trend toward more complex aircraft and 
missiles, Also true of new Business and Commercial 
transports. 


Both "missiles" and "high performance military air- 
craft" grow more complex — yet basically are tech- 
nically alike. In most cases, biggest difference is 
whether manned or unmanned. This leads industry to 
think of both more accurately as "Weapon Systems." 


Increased complexity has led to new A.F. Buying 
Policy — "Weapons Systems Management Concept." Now 
A.F. literally buys "Management" of the project in- 
stead of doing all evaluation, specification, and 
coordination work itself. 


Electronic companies team up with aircraft companies 
on manned and unmanned weapon systems projects. Many 
aircraft companies form specialized electronics di- 
visions or departments. In turn, some electronic 


companies form specialized aviation departments or 


divisions. 


Industry adopts "System Engineering" approach as 
answer to increased complexity. This "team" approach 
requires close coordination between designers, en- 
gineers, and scientists. Each specialist must know 
own field thoroughly, but keep abreast of develop- 
ments in related technical areas — in order to in- 
tegrate his specialty into the requirements of 
overall weapon system or transport aircraft. 


Complexity of projects increase responsibilities of 
aviation’s "Technical Management" — men with man- 
agement authority but technical job functions and 
responsibilities. These are the men responsible for 
evaluating and specifying products and services 
applied to any product of "Systems Engineering." 


SALES MANAGEMENT 


AVIATION INDUSTR 


yY PLANT CAPACITY SHRINKING 


Aircraft Builders—New Competitors for Electronic Companies 


A. F. to Increase Emphasis On Missiles 


PRODUCTION STRETCHOUT FOR NEW FIGHTERS 


© To check your present sales promotion 
efforts in light of industry trends and 
changes — be sure to see the new film... 


THE 
CHANGING 
AVIATION 
MARKET 


This new sound-slide film is designed to help you eval- 
uate industry changes affecting your business. 


Material for the film is a result of AVIATION AGE’s 
direct industry contact — more than two years of eval- 
uating industry changes in terms of their affect on 
marketing and on the publication. 


Most of this 20 minute color film is devoted to a careful 
analysis of basic industry trends. It includes the inter- 
pretation of key government and industry leaders 

illustrating the affects of industry changes with actual 


case studies. 


And, since the problems of both marketers and pub- 
lisher in adjusting to industry changes are quite 
similar—the last few minutes of the film deal with 
what AVIATION AGE is doing to meet the challenge of a 
more complex industry. This possibly can give you some 
ideas for your own sales efforts, in the “Changing 
Aviation Market.” 


Yes, like the industry it serves, AVIATION AGE has made 


changes over the past few years — in fact, even the past 


few months. This is reflected in... 


e Redefined Editorial Scope by making the 
“Operations Section” a separate magazine and 
concentrating AVIATION AGE’s editorial service 
entirely on systems engineering for Aviation’s 
Technical Management men. 

e Increased editorial emphasis on technical areas 
of growing industry importance i.e., aviation 
electronics, missiles, advance and “exotic” powe 
plants, hypersonics, space dynamics, eté 

e Enlarged staff of industry trained editorial spe 
cialists — as a team employing the Systems Engi 

neering approach. 

e Expanded circulation coverage of Aviation’s 
Technical Management — gaining deeper penetra 
tion through personal field study. 

That’s why, more than ever, AVIATION AGE is 

your most effective means of reaching and influ- 

encing your mest important prospects—Aviation's 

Technical Management—the men responsible for 

the design, engineering, and production of any 

product of “systems engineering.” 


AVIATION AGE, 205 E. 42nd St., N. Y. 17, N.Y 


Gentlemen: | am interested in 
| Seeing the new film 
[] The ‘‘Missile Fact Booklet’’ 


[] Re-caps of industry leaders’ thinking on current 
industry developments 


Name__ 
Company 


Address 


a ta 
Aviation Age pinto ot SYSTEMS ENGINEERING magazine 
missile 


ron AVIATION'S TECHNICAL MANAGEMENT 
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WORTH WRITING FOR... 


Greater Milwaukee Market 
| h rt 


habit ind brand preterences 


fourth analysis of 


\l lwaukee tamilie 

Consumer 

ations incl 

ine! toiletrie 
ipplianee automotive 
\Iarket and household 
wes and nun ber of adults 
ehold ages and number 
n the hou eholds ; homes 


plans to build, renters; in 


population nd 


retail outlets 


household 
haractet 
and groce hopping centers 
iddition there are brands-bought 
harts and a buying power map 
Analysis 
obtained from R, K 
Manage The 


Milwaukee 


\ opy ot Consumer 
195, may 
lrew Advertising 
VWilwauke 
\\ 


Journal 


New York Newspaper Readers 


Richard 


determine: 


\ conducted by 
Vianville Research to 


readers of each of the 
X\ 


number of 
even daily and five Sunday VOW 
Y ork Nnewspaper4rs ; possession con 
unption and usage by readers of each 
newspaper on a number of products ; 
number of readers per copy of each 
newspaper; number of buyers of each 
of the daily and Sunday newspapers ; 
olume of usage ot each of the prod 
cts studied ; newspapers read by fam 
il food shoppers Lhe population 
tudied included all persons 15 years 
of age and over living in New York 
City. For the full report, “Daily and 
Lheit 
Characteristics and Product Usage,’ 
write to Walter Rompel, Director of 
National Advertising, The New York 
VWirror A | Sth St. New Y ork 


7, 


New spapel Readers 


unda 


Ten-City Vodka Survey 


It was conducted by Fact Finders 
\ssocrate Lin to determine the 
market for Vodka among Negroes 
ind to determine, to some degree, 
brand and proof preterence for Vodka 

ro omen ind women lhe 

made in two phases: (1) 

imong consumers (UU interviews) in 
10 ie Cleveland, De 
trot Houston Los Angeles, New 
Orleans, Norfolk, Philadelphia, St 
Louis, Washington, D. C.; (2) 


unong owners of retail liquor stores 


saltimore 


located in areas predominantly popu 
lated by Negroes in the same 10 
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Ties Highlights ul he consumer 
phase : )t the 500 respondents, 3K 4 
(76.607) had recently attended social 
where Vodka and/or Vod 
ka drinks were served. This percent 
iwe is higher in Cleveland (98.0%) 
wid in Detroit (92.0% ). When asked 
it they had recently drunk any Vodka 
and/or Vodka drinks, +76 (95.2%) 
stated they had. Of those who had 
drunk Vodka recently, 254 (53.4%) 


| 
t ry much as a beverage and 


inction 


stated it was fair. Only 
did not like it. 
report, “A Survey of 
Beverage Among Negro 
ind Vodka Sales by 


Predominantly 


stores 
Negro 
write to Harry D. 
evans Sales Manager Associated 
Publisher Inc., 31 W. 46th St., 
New York 36, N. Y. 


ited im 


Ne ghbor hoods 


Distribution Cost Analysis 


This is the second in the “Mar 
keting for Executives’ series pub 
lished by American Marketing Asso 
ciation, ‘Lhe monograph was pre- 
pared by a committee headed by Dr. 
Donald R. Longman, vice-president, 
J. Walter ‘Thompson Co, It points 
out effective tools which can be used 
by management to reduce distribution 
costs—comprehensible to all levels of 
technical and Management personnel. 
copies of “The Values and 
Uses of Distribution Cost Analysis’ 
Write to William C. Gor 
don, Jr., Executive Director, Ameri 
can Marketing Association, 27 FE. 
\Ionroe St., Chicago 3, Il. 


Single 
ingle 


) 
are XY, 


Ottawa, Canada 


Standard market data which in 
clude principal towns in the Retail 
lL rading Zone 


of families, number of persons em 


population, number 


ployed, effective buying income, num 
ber of retail stores, retail sales; the 
corporate city, retail trading zone and 
total trading area, city zone—popula 


tion, number of families, housing, 


households and business establish 
ments with telephone, total number 
of motor vehicles, 1957 estimate, com 
mere ial vehi les, 1957 estimate, house 
holds with electricity, dwelling units 
homes under con 


struction, December 31, 1956, net ef- 


constructed and 


fective buying income per family, em 
ployment; retail trade, manufacturing 
agri ultural charac ter 
public utilities. 


Market Data 


and industry; 
istics in trading area; 


Copies of “Standard 


for Ottawa, Ontario, Canada” are 
available from ‘Thomas H. Johnstone, 
Advertising Director, The Ottawa 
Journal, 237 Queen St., Ottawa, On- 


tario, Canada. 


The Negro Cosmetic Market 


This estimated $500 million an- 
nual expenditure by Negroes tor per- 
sonal care products offers a challenge 
and potential worth developing, ac- 
cording to William P. Grayson, east- 
Ebony 
in a recent talk before the 
Chemists. The 
cosmetic and personal care market 


ern advertising manager ot 
VWagazine 
Society of Cosmetic 


among Negroes, he points out, has 
tripled in recent years, with the shift 
in Negro population to urban areas 
where personal care is important. In 
29 major cities today the Negro com- 
prises 11% to over 50% of the City 
Zone where 
Negroes represent 39° of the city 
total, their purchases of 
were: 50.8% of the face creams; 
54.8% of the face powders; 34.5% 
of the lipsticks ; 54.59% of the hand 
lotions ; 63.4% of the deodorants, and 
20.80% of the shampoos. A reprint of 
(Gjordon’s talk, ‘““The Urban Negro 
Market for Cosmetic Advertisers” 
may be obtained by writing to Wil- 
liam P. Grayson, Eastern Advertising 
Manager, Ebony Magazine, 55 W. 
42nd Street, New York 36, N.Y. 


totals. In one city 


cosmetics 


College-Educated Women 


Though numerically in the mon- 
ority, they offer the manufacturer of 
luxury or semi-luxury goods and serv- 
ices a higher sales potential, woman 
for woman, than do non-college 
women. That is the general conclu 
sion revealed in a comparative study 
of the economic status and_ social 
orientation among college and non- 
college women conducted by J. A. 
Ward, Inc. Data cover: personal in 
come employment status, unearned 
income, total personal income, occu 
pation of husband or father; family 
possessions—phonographs and records, 
automobiles, homes, value of homes, 
rental value of homes; family status 

marriage, percent with children, 
percent with children at home; ages 
of children, education of husbands, 
education of fathers, total family in 
come ; personal tastes—types of music 
enjoyed, types of conversation best 
liked. 

For your copy of the full report, 

A Study of the College Educated 
Women of America,” write to A. C. 
Pearson, Advertising Director, Ma 
demoiselle, 575 Madison Ave., New 
York 22, N.Y. 
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Tailor-made carton service by Gair 


Gair gives Old Crow a new twist! Strip 
off the clean, clear Old Crow brand- 
name tab, and presto! — beautiful Gair 
gravure creates a startling gift package, 


Gair has a proven flair for creating carton that sell. Gair Service 


is also a proven asset to satisfied customers everywhere. Discover f A, 
how your product can be even more of a prize in a package by Gair b ngcAtOn-mane a 
mA 74 
CLAMGE Stavicn § 


mad | 


- 


call your Gair representative or write Gair today 


: GAIT RFR creative engineering in packaging 


BOXBOARD AND FOLDING CARTON DIVISION OF CONTINENTAL € CAN COMPANY 
530 FIFTH AVENUE, NEW YORK 36, N.Y 


Your customers are here 


YOU SHOULD BE, TOO! 


Sell Columbus with the Dispatch. To be competitive in this 
rich Central Ohio market, your product must be pre-sold.. . 
and you'll do the best job when you tell your sales story in 
The Columbus Dispatch. It's the reader's and advertiser's 
favorite newspaper it generates the sales you want! 
With it you can dominate a billion dollar 12-county retail 
trading area blanket a city zone population of 502,000 
and gain readership in 9 out of 10 homes 


As Columbus buys .. . so buys the nation. Advertisers in every 
field recognize Columbus as the No. 1 Test Market in the 
Midwest. If you have a product to sell prove its accept- 
ance first in the Columbus market 


Write for our 11th Annual Con- 
sumer Analysis. Rates, market 
data and information on ROP 
color upon request. 


Golumbus Dispatch 


TELEPHONE CApital 1-1234 TELETYPE CL 471 
NATIONAL REPRESENTATIVES O'Mara & Ormsbee, Inc., New York, Detroit, Chicago, Los 
Angele San Francisco 
McAskill, Herman & Daley, tne, Miami Beach 
MEMBER METRO SUNDAY COMICS AND MAGAZINE NETWORKS 


SCREW priver 
Hi 


THEY’VE COME TO LIFE: Until now Cummins portable as effective advertising mediums for the contents. In the 
tools were packed in plain brown cartons. Shortly they photo: (|. to r.) Harry Starke, sales manager; John Oster, 
will appear in designed packages that invite display, speed Jr., president Larry Kabins, manager, advertising and 
handling and inventory for distributors and dealers, act sales promotion, Kabins holds one of the “dead blanks.” 


In Its Own Way, a Revolution..... 


Every Cummins elect 
. ts! tool made by Milwaukee 
by a portable tool maker of the company’s first ''mer- Manufacturing Co, and shipped to 
ot - distributor will on t 
chandising" packages. billboard 
Phe billboa 


. . the trend: an accelerating movement to apply ad eager 
. ° . " pecia designed 
modern packaging techniques to all kinds of straight portable tool line 
ee . ° ° ° ‘ Phe Cummiu " 
utility items, industrial components, and service units Citi. wae ouetin 
(ster \ifg Co 


ears ago. 4 


.. and illustrative of a trend, is this story of adoption 


which, by tradition, have always gone to market look- 


ing as though they were manufactured by someone . 


a 2 r revamping th 
named "Anonymous. me and con 
ower tools a 
The new 
the first time at t 

how af Atlanti 
black, white, and | 
plain brown kraft 

hat had been used for 
hE ay the | 
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age with no distinguishing ‘‘sell fea 
tures,” 

Smallest item in the new pack is a 
crew driver attachment in a 414” x 
1%” x 2” container. Largest is a saw 
table which folds into a 314’ x 2’ x 4” 
box. 

Each carton’s contents are labelled 
on all four sides for convenient mer- 
handise storage. Model numbers are 
placed on two sides instead of one. 
lo simplify mailing and shipping, the 
top flap of each carton contains a 
shipping label ready to be 


addressed 


printed 

I wo new Cummins tools—a double 
action sander and a new drill press 
will be packed in the new boxes. 
Other items, four types of drills and 
four types of saws, their accessories, 
drill kits, saw attachments and the 
aw table, will go to the distributors 
in the billboard packages as soon as 
the company exhausts its present car 
ton stocks 

Oster and his crew believe pack 
aging is 
though you cannot sell many power 


vital to their business, even 
tools on ‘“‘glamor.”’ Since most power 
tools are similar in nature, it’s im 
portant that the Cummins tools have 
omething that others lack. ‘That 
priceless ingredient, in this competi 
tive industry, is some sure-fire atten 
tion-getter, 

‘The new packages are to be linked 
to the company 


fhe firm i 


advertising program 
currently advertising 
in 14 public ations. It 
has already placed four-color ads in 
he Saturday Evening Post, Life 
Better Tomes and Gardens, Ameri 
can Tlome, Popular Mechanics, Popu 


’ \ i 


Cummins tool 


ence ind other consumer maga 


“It's your wife 


zines. It is also using black and white 
and two-color ads in business publica- 
tions, such as the Practical Builder, 
American Builder, Hardware Retail- 
cr. 

The advertising theme stresses the 
multitude of things you can build 
with tools from a footstool to a 
house. 

The company also uses Sunday 
newspaper comic page ads to explain 
how the tools work. “We've had 
trouble getting users to read our oper- 
ating instruction books,” explains 
Larry Kabins, advertising and sales 
promotion manager. “But one way 
to overcome that was to put our story 
in comic strip form, inserting half- 
page color ads in the Sunday comic 
section. We also included those same 
comic page instructions with each 
power tool.” 

The result of the advertising cam- 
paign, says Mr. Oster, is that more 
people the industrial purchasing 
agent, the industrial user and the 
“do-it-yourself” consumer—now asso- 
ciate Cummins with the art of build 
ing, which is enjoying a heyday. (An 
industrial user, to the John Oste: 
Mfg. Co., is a carpenter or any other 
professional who buys his own tools. ) 

Added conveniences and values for 
John Oster Mfg. Co.’s distributors, 
who are hardware, electrical and 
plumbing jobbers throughout the 
United States and Canada, are built 
into the new package. 

While other makes of power tools, 
in their drab brown cartons, are kept 
either in a back room, on shelves, or 
under counters, the Cummins cartons 
invite display. 


Distributors nowadays stress at- 


she wants to know, ‘Are you busy?’.. .” 


tractive store interiors, and the com- 
pany designed its container in line 
with this trend. The shades selected, 
brown, black and white, will harmon 
ize with or complement any interior 
color scheme. 

Since every item in the distributor's 
store competes for space, the John 
Oster Mfg. Co. is getting away from 
the wall or counter display cards that 
take up too much room. Instead, it 
tells all the buyer wants to know on 
the outside of the carton. 

In big letters are the Cummins 
name, the type of power tool and the 
size and model number. Stored on the 
shelf next to other power tools in 
their nondescript cartons, the Cum- 
mins package stands out dramatically. 


Power Tools Fragile 


Power tools cannot be packaged 
like a cereal. The aluminum castings 
and the electric motor are fragile. 
Customers are lost every time a 
broken tool is unwrapped, or a loud, 
knocking motor reveals damage 
through careless handling en route. 

To prevent this, the John Oster 
Mfg. Co. packs its power tools with 
die-cut corrugated inserts which hold 
each saw, drill, sander, etc., firmly in 
place. Some manufacturers protect 
their products inside the carton with 
shredded paper or excelsior, but Ka- 
bins says his firm prefers the more 
serviceable, if more expensive die-cut 
pieces. They stand up better, make a 
more attractive package, and actually 
make the power tool more secure. 

Waxed bags preserve the tools’ 
finish. Without them the imprint of 
the box corrugation would show on 
the metal. All Cummins drills are 
packed in polyethylene bags to pre 
serve their polish and finish. 

The John Oster Mfg. Co. makes 
a special operation of packaging. En- 
gineering Department tests, ‘“dry- 
run” shipping and retests take place 
before an order is given to a box sup- 
plier. When a box and its die-cut 
inserts are tested, the power tool is 
wrapped, shipped to a branch office, 
and returned to the Milwaukee plant 
unopened. ‘Then the Engineering De- 
partment opens it, examines both the 
boxing and the tools, and retests them 
for any damage done en route. Only 
after the package and inserts have 
passed tests nearly as rigid as tests of 
the tools themselves, does the box 
supplier get the order. 

‘The inside of the package the 
die-cut pieces and their arrangements 
for safe shipping — has long been a 
feature in the packaging of Cummins 
power tools. Now John Oster Mfg. 
Co. has put the outside of the box to 
work to help sell them. The End 
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Soon now, Sales Management's 
“smash hit” will reach you-- — 
the annual September 10 Business 
Gift Issue. Colorful, thick, it has be- 
come the most reliable source of 
business gift suggestions published. 
You'll find the Gift issue immedi- 


_ ately useful in planning your Christ- 


mas gift program, but you'll want 
to refer to the Gift Issue often dur- 
ing the year ahead . . . it will be 
an invaluable guide in your selec- 
tion of gifts for incentive programs, 
for anniversaries, for openings and 
shows, or the all-important em- 


ploye-relations job. Our records in- — 
dicate that annually more than — 


six-million dollars in corporate gift 
purchases are based on Sales 


_ Management's business gift pub- 


lishing services. 
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§ vote Bo bere 


Automation’s 


on the Upswing 


But What Makes 


Bristol Grow 


So Fast ? 


1940 1942 1944 1946 


Sales-mindedness, for one thing. Promotional aggressive- 
ness for another. This control instruments manufacturer 
finds a simple corporate structure contributes to both 


mobility and the development of staff-and-line teamwork. 


An interview with 


HARRY E. BEANE, 


Vice-President and Sales Director, The Bristol Co. 


fomation § oncerne 
Bi stol engineers 


may enco 


not new 
old enough to vote 
sristoleers ought to know ay 


| 
( by and for automation 


that 8 vyolny oO! if the 


home base and in its 38 
the motive | 


e awareness of the 


rion 


1950 1952 1954 1956 


now accepting it as a_ technical 
necessity. ‘Today most sizable com 
panies have gone, or are going, deeply 
into automation. ‘They have on their 
staffs specialists in instrumentation, 
wizards in their field, whose word 
more often than not, is law with top 
Management simply because so tew in 
the management group have more than 
a smattering of understanding of what 
they know, what they do, and how 


2. ‘The company has been capital 
zing on the favorable market climate 
through a management operation in 
which expert engineering and inten 

e product research has been bal 
anced with aggressive sales and pro 
motion strategy and tactics, Such 
balance, in companies operating wholl 
in the industrial field, is too often 
lacking. 

Just for the record, it was 
early 30's that Bristol developed a 

stem it named Coordinated Process 
Control CPC for short In 1936 
the firm set up the first version of 
CPC in an Endicott-Johnson Corp. 
factory in which shoe soles were im 
pregnated with a resinous chemical. 
Ihe whole kaboodle ran with push 


even the push buttons 
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SALES DEPARTMENT ORGANIZATION CHART 


of yeaa engineers most of whom specialize in one 
product or a group of products, 


The prospects for this division are bird-dogged by the 
instrument men, referred to inside sales and engineering 

for follow-through. This division accounts for 
17% of Bristol sales. 


| | 


BRANCH a COMPONENTS || | SOCKET SCREWS | [sacs PRoMoT OH 


OFFICES AIRCRAFT PRODUCTS 


DIST. MGR 
SALES ENGINEERS 

entnpe ted SERVICE ENGINEERS + pea pp 

pont | | ORDER ENTRY 

SOCKET SCREW SALES DIRECT MAIL, ETC 

SHOWS 


Sold through industrial distributors on a selective basis. 
This division accounts for 21% of Bristol sales. 


It Was only a int BI ’ 5 | nportance 1 


many more fabulous things immproved inter-d 
come, 

In 1954 Bristol was bought by ’ 
American Chain & Cable Co. 


iiet shift without the policy 


inderstanding 


chu { ile ov 


ing shake ips that usually v0 
with change in ownership. ACCO 
furthered it »bjective in the direction 
achieving judicious diversification 
stoi benefited by the availabilit 

of more capit il for expansion. 


were no changes in the corporate or 


vanization structure, nor in the est ib 


| Inten | 


ed with ma 


lines of authority. 


Phe why’s behind Bristol's rate "You can build a big business 


> . | > ibreast of toda 
progress seen imple. But from 


on technical competence. But me seem Vegas Ce 
standpoint of principle, they demon ' bl if . 

strate Suicieamtein nt Cie i you re very vulnerable. you tomers who requi 
; don't keep your products up- 


heart of successful selling in the 


\ look 
wnokeatack master dated, your sales can go down 


tended organ i 
\ bit of analytical reflection might fast." — Harry E. Beane, v-p, of this page will show 
ilso raise this question in the mind sales director, The Bristol Co. narketing probles 
oT professional sales executives: Is in different 
lustrial produ t selling after all, so easily have been drawn 
difterent from consumet product ell o1 applian es or paint. 
r? Isn't it true that the kind of \side from the availabilit 
ent philosophy which gov ditional capital to give I 
erns a successful operation—and th improved manutact 
major policies which underlie a healthy more sales elbow 


t 


te of growth—are likely to be ap Beane ice-president 


plic able to either kind of operation ¢ sales, lays empha I 


m Coon ponent 
‘ . ? ‘ 
Certainly the ommon denominators reasons for Bristol ! n CASING ounter thorough! 
. > 
of Bristol’s operation might just as sales and profit trend problems at 
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BRISTOL INSTRUMENT SALES PROMOTION PROGRAM 
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MARKETS 


BRISTOL’S PROMOTION PHILOSOPHY: Use and coordinate all logical media 


to capitalize on cumulative impact 


Automation's on the Upswing (Continued from page 53) 
But What Makes Bristol Grow So Fast? 


The technical nature of the products 
of these two divisions often require 
the services of engineering application 
pecialists who must be in a position 
to respond to customer emergency 
calls on a “first-plane-out”’ basis. The 
ocket Screw Division, on the other 
hand, works through industrial dis 
tributor and thus meets a_ totally 
different 

lhe improved inter-departmental 
teamwork 0 heavily emphasized by 


\ ice- President 


matter of recognition of need than 


et ot proble ns. 


, 
Beane was more a 


one of finding the way 
“We're not 


very heavily burdened here with top 


iid Beane recently: 


brass We have a president, a vice 
pre ident, and a secretary-treasure! 
and we don’t have much red tape. 
We pet 


ordination largely 


communication and co 
through meeting 

just getting the fellows together 

fop management people with the 
heads of various departments and di 
visions, and we don't forget the lowe! 
level people 

sometime we have meetings i 
often as two or three times a week 


Sometimes it’s the president who calls 
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the meeting, sometimes the chief engi 
neer. Sometimes I do. Whoever calls 
the meeting usually acts as its chair- 
man, and he has a specific agenda. 
Some of the field men may attend. 
‘The identity of the participants de- 
pends upon the nature of the project 
sé heduled for discussion. 

‘Thus we give the field men a bet- 
ter understanding of the problems at 
home base . . . we develop a clearer 
understanding of sales by those in 
engineering, and vice versa. 

“Let's say an aircraft or missile 
manufacturer tells us he needs a siza- 
ble quantity of fast-acting relays, and 
he needs them so many a month over 
a period of three months. We bring 
in all the boys from engineering who 
would be involved in design. (Almost 
every one of our customers wants and 
needs something a little bit different 
from anything we've made previous 
ly.) ‘Lhe factory superintendent will 
bring along some of his production 
men. ‘The sales people explain what's 
wanted. “Then they talk it out, get 
together, and wind up with a. deci 
sion to do it, the will to do it, and 
most of the plan for doing it. Every 


one has had a part in the effort to find 
a way to serve a customer, and he 
feels a sense of responsibility about 
meeting the customer’s needs fully 
and on the customer’s own time 
schedule. 

“Bringing in the boys ‘down the 
line’ dignifies their jobs, shows each 
one how important his part is as a 
link in a total effort.” 

Almost anyone who reads annual 
reports is strongly aware that many 
corporations achieving sizable in- 
creases in volume are not enjoying 
commensurate increases in profits. 
Bristol polices profits in a way which 
might well be adopted in thousands 
of other companies. It has a “High 
Cost Committee.” 

There are ten official members of 
this committee, at least four or five 
of whom attend regular monthly 
meetings. 

Whenever any order goes through 
on which the firm loses money, that 
transaction is recorded on a weekly 
“loss order” sheet giving the name 
of the customer, what he bought, cost, 
selling price and discount. ‘These 
sheets are examined in detail by the 
High Cost Committee for answers to 


these questions : 


In Cat h Case, who or what was re- 
sponsible ? 
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A McGRAW-HILL PUBLICATION 
330 WEST 42nd ST. 
NEW YORK 36,N. Y. 


’ . . 
aes . 

Ay 

Pete Uk 


HOW MANY SALES CALLS ON 
AVIATION’S ENGINEERING- MANAGEMENT 
MEN ARE YOU MAKING? 


Aviation Industry Will Gross $11 Billion in 


1957* 


$6.7 billion for military aircraft, engines and re- 
lated equipment 


$2 billion for guided missiles and related equip- 
ment 


$1 billion for military and civil ground based avi- 
onic equipment 


$1.8 billion in airline revenues 


In addition, the industry will get about a 
half billion in military research and develop- 


ment work and about $400 million for new 


NEW “AVIATION WEEK REPORTS ON 
”~ THE MARKET IT SERVES” 


Gain additional sales effort in your Aviation original market research on the various 


segments of the total market and a pene 
trating analysis of multiple buying influences 


Write: AVIATION WEEK 
330 W. 42nd Street, New York 36, N.Y 


plant facilities. 


No. 1 technical journal. AVIATION WEEK 
carries your sales message to Aviation’s 
largest and most influential engineering- Contact your district AVIATION WEEK 
management-military audience. ..over 66,- sales representative who is ready 
186** $6.00 paid subscribers. to aid you with additional Aviation 


marketing and media information. 


*Source; AVIATION WEEK 24th Annual 
inventory of Edition 
‘**Current Print + 70,073 


Goes into these boxes besides 
ancuff, theatiment Shampoo... 


PAPER BOARD 
COMPANY, INC. 


MAORRIS 
PAPER MILLS 
DiviSion 


EDERA 


DODiviston 
SALES Grricae: HEW YORK NH Y¥, CHICAGO. ILI NEW HAVEN AND VERSAILLES, CONN: BOGOTA, HJ BOSTON 
AND PALMER, MASE. CLEVELAND AND STEUBENVILLE, OHIO; PHILADELPHIA AND PITTSBURGH, PA; MARION, IND 


FOLCING SOR FLANTO: BOGOTA 4 4) MEW HAVEN ANDO VERSAILLES, CONN, PALMER, mace cOotLuMeuve ano 
STEVEEMVILKE, OHIO, FITTER URGH, FA) MORRIE ILL MARION. IND + PAPER BOARD BILLG: BOGOTA 4 4. NEW HAVER 


MONTVILLE ANO VERSAILLES. COnN wmOonmie., KE aeacine. Fa STEVOENVILLE, OHIO, WHITE HALt. MO 
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Who estimated the cost? Was it 
he who was in error? 

Did the sales department cut the 
price? 


Who—specifically 


for each piece of red-ink business? 


was responsible 


Such continued analysis, such pin 
pointing of responsibility, maintains a 
sharp awareness among all personnel 
that the company is a business and not 
a philanthropy, and thus exerts un 
flagging discipline in the direction of 
pront control. 

Market research, among industrials 
preoccupied with the much more ob 
vious pressures for extended product 
research, is sometimes—too often—a 
Bristol has had 
a Market Research Department for 
ten years, It contributes substantially 


neglected function. 


to top management’s ability to keep 
abreast of industry position, and to 
appraise the wisdom of intensifying 
sales effort in old markets or develop 
ing a strong bid for new markets. It 
is directly helpful, too, in supporting 
decisions on advertising media. 
Beane cites an example. “The Mar 
ket Research Department spent the 
better part of a year on a survey of 
the telemeter or remote measurement 
market, a field in which Bristol is 
It revealed that the 
company was getting about 80% of 


quite strong. 


the natural gas telemetering business 
But it also indicated that there i i 
strong trend toward improved load 
control in the gas industry, an area 
in which Bristol has not been e! 
active Lhe upshot was a decision to 
develop some instruments to meet the 
custom needs of this market 

Jeane: “If you’re not watching 
trends and a ting on them at the right 
time, somebody else often without 
much competition can move into a 
market which, by reason of your back 
log of experience and technical com 
petence might just as well have been 
yours, 

Foresight In spotting markets or 
rising potential and courage to make 
the preliminary investment to pre 
pare to serve those markets are both 
part of the sales management skill 
which brought Beane from his first 
job as a sales engineer to his present 
sales vice-presidency. When he was 
made general sales manager in 1947 
he told management that he could 
increase sales 45% in four years if 
the « ompany would develop some new 
industrial instruments and add fa 
tory capacity to produce a broadet 
line of socket s« rews. They did, and 
he did. At this point, he recom 
mended development of other new 
instruments for the process industries 
and atomic energy installations, and 
expansion of aircraft products to in 
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TOLEDO is the 4 to the sea 


A great and growing port, already ninth among all ports 
in the U. S., Toledo is the hub of Ohio's third market 
with $1,996,423,000* wet effective buying income 
What will it be when the St. Lawrence Seaway is 


py 200 Keep your sights trained on Toledo, the 
key to the sea. 


PORT BRIEFS 


from the 
PORT OF TOLEDO NEWS LETTER 


Published by The Toledo-Lucas 
County Port Authority 


+ | “The Tide Turns Toward Toledo” was the 

T LEDO s NEWSPA PERS theme of a 40 foot display which gor 
nered compliments from those who 

attended the week-long National In 

Ww ° dustrial Exposition held in New York's 

a re th ? ke Y to th LS Coliseum, May 19-24. The exhibit, a 

’ V4 composite of the many advantages 

. offered by the Port and the city, wos 

great OL Vl d gro Wy ig wa rkeet OV th) Y sponsored by the Port Authority and the 
< < e Toledo Industrial Development Council 
Visitors were surprised to learn that the 

St / d W Ve it) Ce Sea Wa } Port of Toledo handled 35 million tons 

A ° 4 4 A Y of cargo in 1956 and more than 5,000 


ships 


The 14-county Toledo Market served by the TOLEDO BLADE 
Erection of a $7 million coal dock, 


and TIMES is one of the three top ranking markets in Ohio. It largest facility in the world for trans 
ferring coal from railroad cars to boats, 


is next only to Cleveland and Cincinnati in net effective buying in. stearate ‘fan Wii. Gieeeaaaiainns tai 


income. It is third also in food sales. It is first in farm sales. You Ohio Railway ot the outshore end of their 
; : ; i ; A present ore unloading slip at Presque 

can open the door to this big, growing, industrial-agricultural Isle on Maumee Bay. Scheduled for 
aia : : completion in June of 1958, the dock 

market if you use the proper key-the TOLEDO BLADE and was basically designed by C & O er 


gineers to load the largest ocean-going 


TIMES. There are no duplicate keys. Send for your copy of Sieweumadidd to can Go Mane OF a 


the 1957 Toledo Market Map. upon completion of the Seaway in 1959 


TO! LADE Daily omd Suudoy. TOLEDO TIMES Mox nie 


cere treew Tt 2 BY not one vv. REGAN Ine 


*Sales Management Surve f Buying 
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Components stu h a choppers 
relays, and electronic remote position 
He predicted even 

promises a 60% sales increase in 
years if this development program 
also included high speed graphic re 


i 
ord 


‘rs for wind tunnel research and 
other applications where precise meas 
urements were essential. ‘These re 
ommendations, too, were accepted 
ind again he turned out to be right. 

Ihe years 1953 and '54 marked the 
nitiation, at Bristol, of an accelerated 


With 


more products to sell, a widening 


iles and promotion program. 
iige of potential markets, and a 
favorable business climate, the com 
pany began more intensive field opera 
tions, added field manpower, asked 
for orders more frequently in more 
different places. In 1955, an active 
field sales 


erve as e% 


manager was appointed to 
pediter and coordinator 
and to control the untidy geography 
that is often involved in a sale. The 
engineering in a customer-company 
for instance, may be done in one place 
pur hasing in another, and the prod 
shipped to a 
Without careful co 


ordination among the scattered per 


ict involved nay be 


third location 


onnel who play a part in developing 


uch an order, designing and produ 


ing the equipment and installing it 


there'd be at least delay and confu- 
sion, if not chaos, 

As many as fifteen or more differ- 
ent kinds of people — by function — 
may influence the sale of a Bristol 
instrument or an aircraft component. 


‘They include the instrumentation en- 


gineer, chief engineer, plant manager 


or superintendent, methods engineer, 
design engineer, purchasing agent, and 
all who may be the “purse string” 
executive committees or 
(“Our boys may 
be in a boiler room talking to a fore 


men on 
boards of directors. 


man on one call; on the next they 
may be in a vice-president’s office.’ ) 

It is this involved situation which 
dictates Bristol advertising policy with 
growing 
total Pa ie investment, and to 


respect to a continuously 


its distribution among the media. 
Appropriations for each of the three 

Bristol divisions are set separately. 

Since 1954 


ment and aircraft components promo 


investment for instru 
tion has increased 4667. For socket 
screws, the increase has been nearly 
65% 

Since it is manifestly impossible for 
the company to reach personally even 
a small fraction of the policy-making 
and operating executives who “have a 
say’ in purchase of Bristol products, 
the big lump of advertising money 


(71%) goes into technical journals 
and general business magazines. Cata- 
logs and bulletins, show exhibits, and 
direct mail follow in that order. 

Currently, Bristol is in 56 techni- 
cal and other magazines, ranging 
widely from Business Week and Pur- 
chasing, through such specialized pa- 
pers as Aviation Age, Machine De- 
sign, Industrial Equipment News, 
Electronics, Jet Propulsion, Instru 
ments &£ Automation, Gas Age, Tex 
tile World. 

While budgets and lists are made 
up in September for the next calendar 
year, Beane, a highly advertising-con- 
scious sales director, says, “ ... But 
we're thinking about them a// the 
time.’ Appropriations are set on a 
basis of a reasonable percent of sales, 
modified by sales forecasts, and the 
nature and scope of sales objectives. In 
close liaison with the James ‘Chomp 
son Chirurg agency, preliminary lists 

re developed which are shaken down 

by a key group at the home office. 
This policy is illustrative of two 
points, one having to do with Bristol’s 
own advertising and promotion phi 
losophy, the other with a trend in the 
general use of advertising and pro 
motion as sales tools: 


Bristol devotedly practices the 


“Topi is s the si size we use for the Growing Greensboro Market!” 


You can really clean up saleswise in the 


Greensboro 


Area by 


Sales Management Figures 


Record. 


(henet @ ee em 


12-county ABC 
using The Greensboro News and 
One-fifth of North Carolina’s $4 
billion annual retail sales are in this rich, 


Retail Trading 


diversified market where one-sixth of the 


state’s population live. 
size coverage. 


Get giant, economy 


Over 100,000 Circulation 


| Daily — Over 400,000 Readers Daily! 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 


influence in 


over half of North Carolina! 


Greensboro 


News 


and Record 
GREENSBORO, NORTH CAROLINA 


Represented by Jann G& Kelley, Inc. 
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belief that personal sales effort, ad 
vertising and promotion can be made 
to pay off in far greater value than 
the sum of the parts if each is closely 
integrated with the other. 


2. Advertising is getting to be less 
and less ‘‘an operation down the hall” 
and more and more a part of the in 
terest, function, and ‘“make-it-work”’ 
responsibility of whole top manage- 
ment groups. 


The men who examine, criticize 
and approve the Bristol list, for ex 
ample, include the vice-president in 
charge of sales, the advertising man 
ager, manager of application engi 
neering, general sales manager, and 
field sales manager. 

Beane: “We get together and hash 
it out. ‘Then I send the whole plan 
to the president for his final okay.” 

Several times a year the home office 
executives and agency account execu- 
tive get together for an audit meeting. 
Where are sales running strong? 
Where weak? Are there some un- 
covered bases? (If the answer to this 

“ves,”’ some additional 
media may come under considera- 
tion.) If, by the middle of the year, 
sales are running ahead of estimates, 
some additional money might be added 


last question is 


to the advertising pot: “When we do 
get extra money we're inclined to 
spend it to reach a field in which 
we're specially interested at the mo 
ment 
for example.” 

Technical 
continuously merchandised to Bris 


currently, chemicals ot oils, 
journal advertising 1s 


tol’s own sales organization, and, in 
the Socket Screw Division, to the dis 
tributors who handle this line. (Dis 
tributors get letters about every two 
weeks, most of which have to do 
either with current 
other kinds of promotion and distrib 
Advertisements often be 


ady ertising or 


utor aids. ) 
come parts of direct mail pieces. 

There’s system, too, behind the 
handling of inquiries arising out of 
advertising. A new time-saver form 
was developed recently which requires 
but one typing to produce the ‘‘paper”’ 
for several purposes: one copy is a 
sticker for the mailing of the litera 
ture covering the product and/or ap 
plication the respondent has asked 
about; two regular copies go to the 
branch office with the inquiry slip 
attached; still another goes to the 
field sales manager. It is the district 
manager’s responsibility to assign the 
inquiry to a territory man and to see 
that he reports back. 

Biggest exhibit opportunity during 


The Not-so-Absent-Minded Professor 


It’s easy to imagine two scenes: 
a young instructor in mathematics 
leading a group of students at 
Stevens Institute of Technology 
through the jungles of calculus. 
and this same young man, in an 
evening hour, with a sketch pad on 
his desk, a pad for hieroglyphics at 
his side, in pursuit of ideas for 
mechanical tasks 
easier, shorter, more efficient. 


making man’s 


His name was William H. Bristol. 
He was a born practical scientist, 
with a scientist’s infinite patience 
and devotion to precision, plus the 
rare ability to turn the inspirations 
of creative imagination into de- 
vices and machines that worked. 


He was the founder of The Bris- 
tol Co., a firm which today ranks 
among the first five companies 
more or less exclusively engaged 
in making recorder controller type 
instruments for process manufac- 
turing, for use by the power and 
utilities industries, and in general 
manufacturing. 


One of Bristol’s earliest patents 
covered a simple steel fastener for 
Joining leather belting. It soon won 
wide acceptance. His first record- 
ing instrument was designed before 
the turn of the century. Its func 
tion was to produce a continuous 
graphic record of pressure of air, 
gas, or steam, for example. Then 
came temperature recorders, a line 
of electrical recorders, and, in 
1904, the first practical pyrometer 
for general commercial use. Out of 
these original classes of instru 
ments grew the varied Bristol line. 

Because the field of automation 
is so difficult to define, it’s hard to 
pick a figure to set the size of the 
industry. In the area of the indus 
try in which Bristol operates, an- 
nual volume is about $100 million. 
About 25 firms are active in it. 

When American Chain & Cable 
Co. bought Bristol in 1954, the ac: 
quisition brought to 19 the total of 
separate companies or 
owned by ACCO. 


divisions 
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Bristol, is the Instru 
ment Show mentioned earlier 


the year, for 
which 
provides a carefully screened attend 
ance of men who are primarily instru 
ment engineers. In addition to a large 
booth display of new development 
and regular products, the company 
rents a suite of rooms, invites groups 
of attending engineers to come up to 
talk shop. Both suite and exhibit are 
manned to provide, on call, expert 
engineering counsel on just about any 
instrumentation query that might 
arise, 

Such concentrated attention on th 
instrument engineer arises out of his 
peculiarly specialized knowledge and 
his high degree of influence on the 
purchase of control equipment 

After eight months of work, Bris 
tol not long ago got 
whole instrumentation system 
up of nine sub-systems—for an east 


an order for a 


made 


ern public utility company, which in 
volved an investment by the pur 
chaser of $250,000. In this case the 
instrumentation engineer was the 
key to a big-ticket sale. He made the 
recommendation which his manage 
ment accepted bece ase it was in no 
position to challenge his specialized 
knowledge. 

Bristol’s field sales 
operates out of 38 sales offices. In the 


organization 


last five years the number of field men 
‘Today that 
number is over 100. In the home 


has more than doubled. 


office are 58 application engineers 
order editors, promotion people, ex 
pediters and liaison men. ‘The appli 
cation engineers specialize on individ 
ual products or classes of products 
‘These men are on call whenever and 
wherever a field sales engineer needs 
technical help. 

It is not at all uncommon for one 
or more men from a prospect com 
pany to be brought to Waterbury for 
an around-the-table group discussion 
in which scores of questions ci be 
answered in short order 

Notably in the aircraft industry 
Beane points out, 


“Tverybody want 


something different. We have over 7 
models of one little chopper alone 

For field sales engineer 
company prefers men two or three 


jobs the 


years out of college with some indus 
trial experience. ‘They uncover most 
of their recruits through advertising 
in technical journals, find a good man 
can often be attracted to the compan 
by offering him location in a cit 
where, for one reason or another. he 
particularly wants to live. Sa Beane 
“We prefer men who are a bit strong 
er on the sales side than in enginee: 
ing. If they’re too strong on eng 


neering, they sometimes forget to ask 
for the order,” 


Fortunately, this hybrid breed like 


While they 
their 


memberships in int 


to talk shop are extend ment group that must authorize the 


ing and updating scientific expenditure, but he is almost always 


knowledge through a position to help his liaison man 


engineering society groups they are in the prospect-company prepare some 


ilso encountering other engineers who answers to the inevitable question 


make the 


ire wre tling with some version of a 


How do we 
thei “s 


profit if we 
own ta investment ? 


leads 


man Is 


ontrol problem in 
tories \ good ANY 
this way \ Bristol 
to take a look, is shown a process and 
What can you do to put it just 
‘That's when he gets 


kind of 


develop Astronomical travel bills are testi 
mony to the stress Bristol lays on cus 


“You're 


as close as your telephone,” ap 


invited 


tomer service. Lhe statement 
isked 


inder control ? pears in almost all Bristol advertising. 
hy chance to port the 
rere needed ana 


Rarel the Bristol 


an opportunity to 


instru Ihe company regards it as-a promise. 


If the held man can’t deal completely 


doe representative with a crisis, a home office applic ation 


present hi will within hours, 


trom 


enginee! appeal 


in person, before the manage often thousands of miles away 


| 
| 


wie New Car Sales 0 
CLEVELAND 


.. in our automobile statistics: we never 


ask an opinion, we actually COUNT sales 
Would you like a detailed study of new 


SIXTH largest 
market? We've documented last year’s 


NOMIC SECTOR of the city and county. 


car sales in America’s Automobiles, like all retail commodities 
are sold best by those who know the 
The Plain Auto- 
motive report is yours for the asking. If 


you haven't received your copy... 


new car sales in the Greater Cleveland markets best. Dealer 
market by ACTUAL COUNT. You 
sales by MAKE, by 


DEALER and by ECO- 


can quickly see 
MODEL, by 


write, 
wire or phone. 


Cleveland *2\% billion 
26 adjacent counties $2 billion 


TOTAL sal, billion 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES — : 


CLEVELAND 26 ADJACENT 
CUYAHOGA COUNTY COUNTIES 
(000) (000) 
2,247,897 1,999,804 
549,318 484,163 
85,930 55,457 
382,082 390,920 
120,031 157,081 _ 
124,695 102,572 
Source, Sales Management Survey of Buying Power, May 10, 195?) 


eet — 


Akron 


You sell two great 
RETAIL MARKETS 
in the Plain Dealer 


TOTAL 


COMMODITY (000) 


4,247,701 _ | 

1,033,481 
141,387 | 
773,002 _ | 
277,112 _ 
Si 


Total Retail Sales 

Retail Food Sales 

Retail Drug Sales 

Automotive 

Gas Stations 

Furniture, Household Appliances 


Canton and Youngstown's Counties are not included in above Sales 


The Cleveland Plain Dealer 


nted by Creamer & Woodward, Inc., Neu 
Member 


Represe York, Chicago, Detroit, Atlanta 


of Metro Sunday Comics and Magazine Network 


San Francisco and Los Angeles 


Waterbury. 


wrong with a process, a 


If something’s gone 
Bristol in 
be getting the blame 


strument may 


for it, so in the interests of maintain 
ing good will and protecting future 
markets, { 


time, money and 
effort are involved in trouble shooting 


whatever 
represents a kind of insurance. 

Not the least of the service chores 
is that of supervision of the installa 
Bristol 


system and detailed instruction of the 


tion of a new instrument o1 
plant personnel who will be using if. 
It’s called “startup” and the man who 
takes care of it is usually an applica 
tion engineer. 


When Bristol 


new gasoline plant in Santiago, Cuba, 


sold a system to a 
a Spanish-speaking engineer not only 
supervised startup, but for two weeks 
conducted classes for all plant em 
ployes to teach them how to use all 
of the Bristol 
in the installation. 


instruments involved 


Products "Human Engineered" 


Over the years, so far as product 
design is concerned, Bristol has been 
occupied predominantly with the func 
tional 
But, more direction of 
thinking described by the 
words “human engineering” has begun 


excellence of its equipment. 
recently, a 


usually 


to exert a happy influence on product 
salability 
the content of advertising. It concerns 
product which 
less to do with mechanical efficiency 
than with which make the 
product more efficient from the stand 


and the attention value of 


improvements have 


factors 


point of its use by sometimes fallible 
sometimes merely lazy, human beings. 
Take 


example. If a 


readability, ror 
control 


instrument 
instrument 
isn’t read accurately, there might well 
be costly consequences not 
didn’t 
was a 


because 
the instrument perform, but 


because there human failure. 
In the case of one product, redesign 
of the graduation marks on the dial 
and better selection of type faces for 


the numerals made the 


ela 
( 


instrument 
Most 


instruments are now designed so that 


faster and easier to read. 


read 
from his desk instead of rising and 
walking to the board 
venience type of added sales appeal. 


a panel board attendant can 


a strictly con 

Color and fluorescent pigments 
skillfully applied to instrument de 
are helping to cut the risk of 
human error in 


sign 


instrument use, too, 

‘The indicating pointers on Bristol's 
graphic panel type recording and in 
treated with 
high visibility fluorescent paints. ‘The 


desired set point indicator is red, the 


dicating receivers are 


measured variable indicator, orange. 
When a 


proper point, the red pointers are not 


process is operating at the 
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visible. But whenever the 
deviates, the red shows up as an im- 
mediate warning. Any red on the 
panel is then an indication of ‘off the 


process 


beam’ operation The scales and 


charts on these instruments are de 
signed for nearby and distant reada 
hility 

But functional improvements go on 
». One ot the most significant recent 
idd tions to Bristol products isa line 
of miniature Dynamaster electronic 
instruments. They are only five inches 
square. Significance: ‘They will now 
mount in a much smaller area on a 
panel board 15 will fit into the 
area that would be occupied by two 
onventional size instruments tor the 
[his is Important be 


panel space has become much 


same purpose. 
cause 
more valuable because of the larger 


and large) number of 


variables which 
average ontrol roon iow wishes 
monitor, 

The runction t these 

} 


asure stl l 


ariables as 
re, pressure, spe ed of a machine 
wheel alkalinity or 

smoke density, o1 
a solution. In short an\ 
measurement which can be trans 
tormed into an electrical value can be 
recorded or indicated on these minia 
ture instruments. ‘They find uses in 
atom 


1 wide range of industries: 


energy chemi als fuels ul litie yen 


eral manutact ng. 


On Same Board 


One important aspect of their use 
lies in the fact that now typi al ele 
measurements can be presented 
same panel board, and mixed 
1 with measurements which have 
heretofore been made by pneumati 
instruments. [his is particularly sig 
nincant in istries where graphi 
panels are ‘d, such as petroleum 
refining 
Sales Chief Beane laments his con 
pany’s unfulfilled need for engineers 
because he hungers mightily for still 


0 sell t 


ic equal all the 
t together. You 


a big business on technical 


business pu 
ompetence. But you're very vulnet 
able. If you don’t keep your products 
ip-dated, your sales can: go down 
ast. 

Sristol n anagement men currently 
see the chemical and atomic energ' 
ndustries as offering the richest field 
for profitable sales expansion in the 

‘ar tuture. 
j 


Today the instrument division de 
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rives about 75% of its business trom 
five major industries: chemicals, ma 
chinery 
power and utilities, and metal pro 
ducing. O#t these 


manutacturing, petroleum 
machinery is the 
biggest with power second 

In the total Bristol sales picture 
istruments dominate having iT 
counted in the last fiscal vear tor 


Socket 


aircraft components 


screws con 


17°. 

ihe payott for sales-conscious B 
tol looks like this: By the end of t 
year (unless trends change and esti 
mates prove inaccurate), sales will 


have nearly doubled the 1954 volume 


Industrial D 


figure, and the total dollar increase 
since 1954 will have surpassed the 
total increase achieved in the entire 
1954. Profits 
have kept pace with volume. The net 


I+ years previous to 


worth ot the company has increased 
30° since American Chain took it 
over in September 1954 

Such a record is undeniably a trib 
ute to expert engineering protessional 
selling and wise management, It 
one mans opinion it he chooses to 
regard any one of these as more im 
than the An oun 
prejudiced realist would probably say 
it's the 


portant others. 


“mix” that explains the per 


The End 


rormance, 


istributors 


hit record $4.5 billion sales! 


DOLLAR 
SALES 


a +14% 


GROSS 
MARGIN 


— 2.6% 


INVENTORIES 
+8.7% 


SALES PER 
SALESMAN 


2 +9.9% 


TURNOVER 


+7.1% 


AV. AMOUNT 
PER INVOICE 


+7.7% 


Are you getting more sales volume from your industrial distributors? 


Do you have enough distributors on the job? 


Need top distributors in any key areas? 


\re you using the right kinds of distributors ? 


Getting enough time from distributors’ salesmen? 


Are distributors’ salesmen really steamed up about your product? 


Do you have a real “two-fisted” distributor program? 


Do your distributors and their people really know you? 


Are you in regular communication with your distributors? 


Why not review your entire 
distributor operation with 
us as soon as possible. No 
obligation. Nobody know 
industrial distributors like 


ABP) 330 &. 42d 8ST 


Industrial 
Distribution 


A MeGRA® -HILL PUBLICATION (ABC 


NEW YORK 36, N.Y. 


Farm Ad 
Spending DOWN 


Farm Ad Spending UP 


Rexall Drug Co. 
American Telephone & Telegraph Co. 


Champion Spark Plug Co. 
Armour & Co. 

Quaker Oats Co 

Ford Motor Co. 

Charles Pfizer & Co. 
Monsanto Chemical Co. 
General Mills, Inc. 


Ralston Purina Co, 


Cosi Ca. American Cyanamid Co. 


Whirlpool Corp. 

New York Life Insurance Co. 
Bristol-Myers Co. 
Gamble-Skogmo, Inc. 
Standard Brands, Inc. 


Kaiser Aluminum & Chemicaj Co. 


Massey, Harris-Ferguson, Inc. 
R. J. Reynolds Tobacco Co. 
Phillips Petroleum Co. 

Dow Chemical Co. 
American Tobacco Co. 

The Texas Co. 

General Electric Co. 


Why Firms Changed Farm Ad Spending 


The tarn market may be con will reap long-range sales rewards allocation of advertising funds to 


dered tough, but it doesn’t look in 
America’s blue 


Lhey're betting even 


ncible to some of 
hip advertise! 
more of their advertising money this 
ear than last that they can reap a 
profit selling to it 


James | 


(Champion 


Lewis 
park Plug Co 

farm publication advertising in the 
rst six months of 1957 to $188,142 

$138,042 last year because: 

We made a careful study in 1956 
market and found that 


were using did 


vice president 


increased 


the farn 
public ition we 
rive complete coverage in certain 
1 the country. In order to 
overage of this very in 
t market, it was necessary to 
everal sectional publications to 
O56 list 
ri tol Vive 
lication advertising in the first 
nonths trom $40,141 in 1956 to 
+4 this year. The 
ho weaned 


to harve 


Co. boosted its farn 


ompany ex 

Irie reased dividends 

Bernegget executive vice 
eports: 

Bristol-Myers opinion that 
res which have occurred 
last few years make it 

essential to use farm 

o reach this important 

ng market. For this 

eason, the Bufferin and Sal Hepatica 
in farm publications for 

x months of 1957 vs. 1956 

than tripled. We _ feel 


this sizable expenditure 


vestment 


for both of these fine products,” 

American ‘Telephone & Telegraph 
Co. explains its first half budget in- 
crease to $226,179 this year from 
$202,996 in 1956 by saying that the 
‘company’s 1957 advertising in farm 
publications is approximately the 
same as in 1956, Any increase is due 
to rate increase. If 1957 first. six 
months’ figure is higher than same 
period 1956, it is due to differences 
n scheduling.” 

Straddling the farm fence is The 
Dow Chemical Co. which has de 
reased its investment in the print 
medium while putting more into this 
market Dow’s first 
half publication investment dropped 
from $173,910 last year to $125,972 
this year. 

In January, Dow began sponsor 
ship of the half-hour Red Foley Show 
over about 250 ABC Network sta 
tions. Although nationally broadcast, 


through radio. 


the program is primarily designed to 
focus on the rural market. Dow says 
it will probably sponsor all through 
next year. The radio expenditure con 
siderably offsets the $48,108 decrease 
n farm print investments. 

Along with Dow, Phillips Petro 
leum Co. has decreased its farm pub- 
lication spending to go into other 
media ; $199,489 in first half of 1956, 
$148,010 this year. 

Says F. L. Rice, manager, Adver 
tising Division: “Reason for decrease 


farm paper advertising was re 


various products resulting in shift of 
some lineage from farm papers to 
other media.” 

On the other hand, the Ralston 
Purina Co. has pulled money out of 
other media to impressively increase 
its farm print advertising. In_ this 
year’s first half, the company invested 
$302,648 against $99,946 in the same 
1956 period. Maury Malon, Purina 
Chow advertising manager, says the 
farm print increase is due to concen 
trated Chow scheduling in farm pub 
lications rather than other media. 

The American ‘Tobacco Co.’s farm 
publication spending decreased to 
$103,835 for the first half of 1957 
vs. $153,480 last year. The decrease 
accounts for an_ institutional-educa 
tional series the firm dropped which 
gave farmers suggestions on how to 
better Product 
advertising continues. 

Competitor R. J. Reynolds ‘Toba 
co Co. also decreased its first halt 
farm print spending; $176,894 in 
1956 against $152,803 this year. E. A. 
Darr, president, says this is of “no 
particular significance . . . It is simply 
a case of allocation of the sum avail 
able in the advertising budget. ‘These 
allocations vary from time to time as 
we think advisable after giving full 
onsideration to all factors.”’ 

The Texas Co., according to Farm 
Publication Reports, dropped its first 
half spending here from $14 
vear to $121,800 this year. But S. C. 


their tobacco crops. 
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36 companies which invested $100,000 or more in farm 
publications in the first six months of 1957 vs. 1956, and 
which increased or decreased their spending by 10% or 
more in this period, were queried by Sales Management 
by Western Union for their reasons why. 


25 firms—72°,—disclosed their reasons candidly. 


17 firms increased their spending. The increase was $1,345,234 


8 firms decreased their spending. The decrease was $ 893,816 


So net increase in farm publication advertising 


Source: Farm Publication Reports, Inc., Chicago 


Bartlett, vice-president in charge of 
domestic sales reports the facts are 
not in the figures. He says: 

“The farm market is very im 
portant to Texaco. We will continue 
to put over $250,000 into adver- 
tising in farm publications as we have 
for many years. ‘The slight reduction 
of about 10% is the result of 
eliminating a few of the smaller farm 
publications which duplicated our ad- 
vertising in the major beoks. 

“Please keep in mind that only 
‘Texaco markets in all 48 states, and 
the big national and sectional farm 
publications give us thorough cover 
age of farms in America. In addition 
to our advertising in farm magazines, 
we support our consignees and dis 
tributors with a substantial coopera- 
tive program, much of which is di 
rected to the farm market. 

“In other words, we have not re 
duced our farm advertising but a 
tually are spending more in this field 
in 1957.” 

Company diversification 
Whirlpool Corp.’s farm print invest 
ment from $53,384 in the first six 
months of 1956 to $125,802 this year 
John L. Bricker, vice-president ot 
RCA Whirlpool sales, explains: 

“During the year 1956, Whirlpool 
manufactured and distributed laundry 
equipment, food freezers, air con 
ditioners, and electric and gas ranges. 
[his necessitated an advertising pro 
gram designed to sell products on an 
ndividual product basis. 

“Beginning Jan. 1, 1957, Whirl 
pool became a full line manufacturer 
of major household appliance es in the 


pushed 
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fullest sense with the introduction of 
refrigerators and a number of other 


products. The advertising, therefore, | 


became more thoroughly integrated 
and was correspondingly expanded. 
To take the greatest possible ad 
vantage of each market potential, a 
full program in state farm publica 
tions was added. 

“To merchandise a full line of 
today’s com 


major appliances in 


petitive market place requires an 
equally competitive and aggressive ad 
vertising program.” 

Kaiser Aluminum & Chemical 
Corp. shot its first half farm print 
spending up to $119,101 this year 
from $58,170 in 1956. But it 
shouldn't affect the year-end picture, 
A. H. deGrassi 
ager, Says: 

“T believe Farm Publication Re 


advertising man 


ports might be misleading. We have 


not increased our total farm expendi 
tures. We have placed more of our 
funds this year in a concentrated 
period to tie in with intensive sales 
campaign to extend distribution of 
our roofing products 

A first half advertising rise 
$184,583 this year against $156,5 
in 1956 by 


introduce a new 


Armour and Co. was 
product Kk. 
Skillin, general advertising and sales 
promotion manager, reveals: 

“The increase in advertising to 
the farm market has been entire! 
on <Armour’s new feed additive 
Dynafac. This product, a chemobioti 
was introduced in 1956. Dynafac ha 


- 


proved of great value to many seg 
menrs of the livestock ind po ler 


$ 451,418 


IN LOS ANGELES 
THEY SAY 
“TIMES, FIRST OF ALL” 
i 


~~. 
om tn, 


*E Tobacco 
Advertisers 
prefer The 
Times above 
ALL other 
Los Angeles 
metropolitan 
newspapers 


(In the first 6 months of ‘57 
The Times led in 
95 of Media Records 


114 classifications. ) 


The advertising blend that sells t« 

bacco in Les Angeles has The Times 
as its principal ingredient. Circula 
tion dominance helps make The 
Times this area’s most effective 
influence for sales 


LOS ANGELES 


TIME 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


only United Van 
V 


gives you these 
important extras! 


ye DVlanned, Sonic 


United “lightens the load” on busy 
Trafic Managers and Transportation 
Officers by relieving them of many de 
tails connected with personnel trans 
fers. Pre-Planned service is the modern 
moving method that minimizes upset 
and confusion climinates last 
minute delays Your personnel are 

ired of a moother, easier, more 


ng da 


vONA 
onl, exp i p ment, 


Even the most delicate household 
goods are safe and secure in a United 
Sanitized™ van. Sanitized” is the hygi- 
enic process used exclusively by 
United to inhibit and retard harmful 
mildew, mold, bacteria and unpleas 
int odors. It’s an extra United 
precaution to make certain fine fur 
nishings arrive Daisy Fresh” 
at destination, 


eb ott, Malone, 


moving consultant, 


, 
’ 


Want facts about the city to 
\ hich oure moving Its chools, 
churche industri or recreanuional 
calitue Need advice on packing? 
faced with at unusual 
Ts) prot lem If so ou can 
pet the help you need from Bett 
Malone United's noted woman 
moving consultant Simpl address 
your request to Bette Malone, 
Dept. SM, United Van Lines, Inc., 
St. Louis 17, Missouri. No cost or 
obligation 


mm 


is 


nes 


with care 
everywhele . .. find the 
United Agent in the 
yellow pages of your 
Telephone , 
Directory 


b 
corporated in 
country’s leadi gy mart 
feeds 


Nlonsanto Chemical ¢ 


ISINESS and is presently 
number o! the 


lutact ired 


‘0. ives st I 


a4 


inother reason tor a first halt tarm 


publication advertising increase; here 


the investment climbed 
190) last ear to 4343.8 
According to H. Chand 
orporate advertising ma 
We have increased 

ww expenditures in firs 
this vear over 1956 
yreatest advert 


Ing seasonal sales pea 


‘Two more companies 


from $163 
39 In 195; 
ler Holmes, 
nager: 

farm adver 
t six months 


in orde 0 


Isiig ipa 


ks 
with 


reased first half investments sa 


hanges are not significa 
P. H. Willis, vice-presi 
om 
s nominal and reflects n 


hange Ou rary I 


Uses Same Media 


aker Oats 
S16] 


De Warner Mi 


Cts advertising 
differences in 
xpenditures 


ise of these media 


nt. 
dent, Carna 


ion Co., (up to $157,909 this year 


$115,999) says: “This increase 


if 


oO significan 


arket adve1 


ty 
accora 
inage! 


if does not 


farm adver 


significant 


1s abou t the 


ume this year as last year. 


New Y ork Lite Insur 


ance Co, in 


reased its farm publication adver 


tising budget from $97 


rst six months last yea 


O50 for the 


to $122,385 


Cal and all because of one 


YaAZine. F, # Cooper 
lvertising reports: 


“Our increase in tarn 


ny Ooccul be au 


ng 
creased our inserti 
Farmer trom eig 


times sched 


d rec if 


l publi ation 
se in 195, 
ons 1 Pro 


ht to 12 


ules in Suc 


iurming and Farm Journal 


Progressive 

yur list in tl 
and the additional 
resents an effort to giv 
ith the same 


nts elsew 


| lecti 
halt 


) SQ 


3 last vear 


"I sing and sales pre 


harmer Was 


ie spring of 
expenditure 


e our agents 
support we 


here n the 


shows 
print 

Veal trom 
\. Bri idtord, 


motion con 


ultant vives the reason, He Says 


each G-E product department, work 


] 


Own advertising schedule 


particulat product 


with its agency, de 


termines its 


to meet the 


marketing prob 


lems. No thought is given to the 
otal company expenditure. He calls 


idvertising drop, accounted 


creases in most 


MAN 


departments 
The End 


AGEMENT 


To sell more where more is sold 
ee it’s FIRST 3 FIRST! 


_—" 


ome 


, hy a 
~ te! Fe 

ee oe 422% 
JR mee. 


Vacation Environment samme 
en a 
hire . 


A remote and peaceful lake may provide a wonderful 
spot for a refreshing vacation. But, when trying to build 
ever increasing sales for your products, it is generally 
most profitable to concentrate your heaviest advertising 
effort on the mass purchasing power of the nation’s most 
outstanding markets. 


The 3 top city and suburban areas of New York, 


Chicago and Philadelphia consume % of all U. S. food 


and grocery products. In these concentrated, most profit 
able sales areas the family coverage of General Maga 


zines, Syndicated Sunday Supplements, Radio and T\ 


The group with the Sunday Punch 
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thins out. In these outstanding market 


tule for FIRST 8 MARKETS’ solid 62 


families. 


Further, in 279 Industrial 


where 27 


nation’s grocery produet 


MARKETS GROUP deli 
familie 
To make your adverti 
it’s FIRST 3 FIRST! 


Circulation in exce 


rip 


, 


North and I 


7°) of total U.S. families aecount 


purchase 


an audience 


ell more 


of 6.000.000 


New York Sunday News Coloroto May 


Chicago Sunday Tribune Magaz: 


Philadelphia Sunday Inquirer 


Toda 


the 


, coverage 


re] 


{ 
sal 


lor 


- 


it pays to package in STY RON 


Every product has to stand out to sell out in today’s self-service 


market. That's why sleek plastic containers made of Styron® are 
ope nih shoppe rs 


e purses for a constantly widening range of fine 
showmanship products from jewelry to gelatin salad 


Opaque cr\ 


Your packaging 


tal clear or in gem-like colors, Stvron can create sales 
for you, too. This sturdy, lightweight plastic pays dividends in 


begins at Dow packing handling and shipping advantages 


Bring your packaging problems to Dow Packaging Service where 
| | sf 


vast experience can help vou to real showmanship 


it pays to package in SARAN WRAP 


If it’s worth protecting, it’s worth Saran Wrap* added protection 
Add the complete transparemn y and unwilting beauty of Sarat 


Wrap ind nu have the inswer to fle xible pack iVving t} it ell 


! 


The greatest moisture barrier of all transparent films, Saran Wrap 


wont become brittle with age, won't cloud up, retains its beaut 


and protection in pite of customer handling 


rhe success of the Saran Wrap household roll is your cue to 
the Saran W1 ip name to your packages. Start your packaging o 
right with a line to THE DOW CHEMICAL COMPANY, Midland. Mich 
Packaging Service PS1515G 


YOU CAN 


DETROIT MEANS BUSINESS!) |... IF YOU USE 
GOON THE NEWS, 


THE CIRCULATION OF THE DETROIT NEWS 
is the largest of ALL Michigan newspapers— 
but that’s just Aalf the story. The News’ 
circulation is solid circulation, profitable circu- 
lation, deliberately concentrated among the 
better income homes in the 6-county city 
and suburban area that is the source of prac- 
This six-county Retail In this same six-county 


tically all Detroit’s retail business. 


Trading Area accounts for Retail Trading Area 


Y Y Because no other Detroit newspaper 
exerts so much influence on the buying habits 
of Batcalt’s S-biltten of the News’ 469,389 of this mass market, The News carries as 


weekday and 91% of the 585,667 i 
Sunday circulation much advertising as both other Detroit news- 


business is concentrated! 


dollar annuc i! retail 


papers combined! 


The Detroit News 


FIRST IN CIRCULATION — 469,389 WEEKDAYS -— 585,667 SUNDAYS 


Eastern Office 260 Madison Ave., New York Chicago Office .. 435 N. Michigan Ave., Tribune Tower 
Pacilic Oflice 785 Market St., San Francisco Miami Beach ... The Leonard Co., 311 Lincoln Road 
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Tools for Selling: 
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i 
i 
: 
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i 
H 


. 
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THIS FLUORESCENT post card is now being mailed by many of 
Malsbary Manufacturing’s 31 district sales managers to some of the 
industrial steam-cleaning equipment company’s 1,200 distributors 


Brilliant Fluorescent Colors 
Now Used for ‘Soft Sell’ 


‘Today or tomorrow day-fluorescing 
post cards like the one above will ar- 
rive at the homes of 31 district sales 
managers of Malsbary Manufacturing 
€o. In bold black ink, they list 10 
major features that dealers look for 
in a product line. Originally, these 
marketing pointers were presented at 
the firm’s annual sales meeting last 
January. Since then, Michael K. 
Dugener, sales manager, has made 20 
mailings of such cards. He first used 
this method to follow up the meeting 
on a weekly basis and now sends a 
mailing each month. 

‘To further publicize the top talk 
ing points for the firm’s line of in- 
dustrial cleaning equipment, 
some Malsbary district sales manag- 
ers also have adopted the high-fre- 
quency post cards. ‘Their mailings go 
to many of the auto wholesalers, con 
tractors’ supply houses, distributors of 
chemicals and mill supplies, and simi 
lar specialists who constitute the firm’s 
1,200-strong dealer force. 


steam 


This is only one of a wide variety 
of ways in which fluorescent color is 
spilling over from flamboyant visual 
sales aids to internal and soft sell 
purposes. Central Iron & Steel Co., 
a Harrisburg, Pa., Division of Barium 
Steel Corp., finds that its fluorescent 
checks, cashed locally, serve as bright 
reminders to the community of the 
firm’s importance, underlining its con- 
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tribution to the city’s livelihood 
through payroll and purchases, 

Air France is another user of the 
fluorescent checks that are said to be 
impossible to alter. Citizens ‘Trust 
Co., Oakland, makes softly glowing 
checks available to such accounts as 
City Heating & Electric Co. Standing 
out in today’s largely non-fluorescent 
mail, the welcome bank drafts are an 
almost sure guarantee that 
will sit up and take notice of the 
remitting firm. Users report fluores 
cent paper to be particularly appro 
priate for Christmas checks, bonuses, 
awards and dividends. 

Ford, Mercury, and 
known brand names in the production 
equipment field as Apex, Mead, Heli 
Coil and Crescent are to be found 
on the fluorescent calling cards of 
dealers’ and distributors’ representa 
tives, Salesmen of H. E. Linney Co., 
Oakland, use a fold-over card of high 
frequency orange with product infor 
mation on the inside spread. A glow 
ing red follow-up card can be mailed 
or left with a hand-written message 
when the prospect is not available. A 
recent calling card development is a 
backing. 
is protected by a 


payees 


such well 


pressure-sensitive adhesive 
The back 
waxed paper, split the length of the 
card for easy peeling. For ready ref 
erence, the cards can be stuck near 
related equipment or a telephone. 


heav y 


A fluorescent on National 
Lead Company's external house or 
gan, Baroid News Bulletin, won a 
“best use of color” 
organ contest, <A 
ments: “After seeing 
fluorescent paper | wanted to use it, 
but not in the ordinary way with type 
over paper. | thought of underplaying 
it, using the fluorescence functionally. 
The glowing red suggested fire. ‘There 
followed a search for 
oil well fire, because it had to tie in 
with the magazine that goes to oil 
well drillers. I finally 
snapshot with the right composition: 
dark, oily smoke around the outside 
to frame the bursts of flame in the 


covet 


award in a house 
spokesman com 
samples ot 


a photo of an 


found an old 


center, and of a shape to fit the cover. 

“We hear that oil men plac ed that 
cover under glass desk tops and su 
perintendents tacked it to walls of 
clapboard field headquarters. Fire in 
surance companies and others have re 
quested permission to reprint the il 
lustration.” 

U. S. Steel Corp. won attention 
for an internal emergency manual, 
“Know what to do when - 
using a similar picture of a fiery holo 
with cut out 
mitting fluorescent red paper to show 
through. For pay envelope stuffers 
and other forms of employe communi 
cation, fluorescent paper has proved 
similarly effective. 


caust, lettering per 
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Multiplex Panels 
for ready reference 


Charts, graphs, maps, photos, and other 
records can be kept at eye-level, finger-tip 
accessibility with Multiplex swinging wing 
panels. Aiso ideal for conferences, saies 
meetings, employee communications, lobby 
exhibits, libraries, etc. Typical unit shown 
above provides 167 sq. ft. of display area! 
Panels are steel-framed fiberboard; sizes 
from 18” x 21” to 48” x 96"; wall models, 
floor models, table models. Office furniture 
colors. For complete information and prices, 
mail the coupon 


MULTIPLEX DISPLAY FIXTURE CO. 


9056-915 North (0th 8, St Louls |, 


iterature on Presentation Panels 


Missouri 


Please send 


25,000 PROSPECTS 


for Less than 
%* per Name | ' 


CHICAGO AND ILLINOIS 
MANUFACTURERS 


Located and Classified 
Accurately for You 


No other directories 
like these to help 
sales managers, sales 
men and for direct 
mail The Sectionalized Market Selector 
locates prospects geographically . by 


counties in Illinois 


then lists, classifies 
and cross references them. Gives vital de 
tails of every company, such as number 
of employees, officers, department heads, 
and products by SIC numbers. Tells every 
thing for effective sales approach. Latest 
information verified. Your money 
couldn't buy a better investment for sales 


and profits. Mail coupon for brochure 


Send facts on Sectionalized Market Selectors to 
Name 

Address 

City and State 


DONOHUE DIRECTORIES, INC. 
Suite 1433 14 East Jackson Blvd 
Chicago 4, Illinois 


Knowing that the sale is not com- 
plete until the customer is satisfied, 
Straub Manufacturing Co., Oakland, 
faced a serious problem. The pro- 
ducer of rock crushers and mining 
equipment found great difficulty in 
getting customers’ machine operators 
to run new Straub equipment slowly 
for the first eight Spoken 
warnings were ignored, letters were 
not read, it seemed that no one ever 
looked at operating manuals. Finally 
Straub decided to use “a sign you 
can see a block away.” Now fluores 
cent instruction notices are pasted on 
all new machines and the break-in 
period is almost invariably observed. 

For rapid distinguishing of in- 
voices, statements, and other paper- 
work, Ray Ewing Co., Pasadena sup- 
plier of vitamin supplements, uses a 
different colored fluorescent sticker on 
each category of its business forms. 
(jrowing interest in the company and 
its products is reported shown in 
favorable customer comments. 


hours. 


many 
By contrast, a flaming fluorescent red 
“final notice” is used by mortgage 
agents Melvin F. Lanphar and Co., 
Detroit, to warn of foreclosure. 
Other business forms enlivened by 
the glow of high-frequency color in- 
clude the price lists of Eli Lilly & 
Co., Indiana pharmaceutical house. 
Printing the firm’s order data on 
sheets of fluorescent orange, green 
and chartreuse is reported to have in- 
creased dealer interest and sales. 
Orange-red and chartreuse fluores 
cent tickets, bearing the distinctive 
“OK” of General Motors’ Chevrolet 
Division, distinguish good 
hand “Chevvies” on used car lots. 


second 


Look Magazine used glowing red 
stock in a circulation campaign. Ad 
vertisers in Western Construction, 
Western Industry, and Western 
Farm Equipment receive fluorescent 
cards reminding them of deadlines. 
Pacific Printer, Publisher and Lithog 
rapher has a fluorescent orange rate 
card, 

The Santa Fe Railway 
vibrant orange stock for such varied 
internal and external announcements 
as changes in reservation policy, pro 
grams for transcontinental convention 
trains, safety bulletins and traffic pro- 
motion. Towa State Conservation 
Commission reduced hunting  acci 
dents by printing deer licenses on 
fluorescent red placards which hunt 
ers are required to wear on their 
backs. Glowing “danger” labels and 
signs have won appreciation from 
many a firm’s customers and em- 
ployes, 


favors 


The smouldering back of a sun- 
burn victim stood out with an almost 
three-dimensional effect on a flaming 


red magazine insert advertising the 
Vitamin A and D Ointment of White 
Laboratories, Inc., Kenilworth, N. J. 
A spokesman notes, “This was 
planned as a one-time shock announce- 
ment to interest druggists in an ethi- 
cally promoted product. But it caused 
such a stir among druggists across the 
country that many requested displays 
and others created their own by 
clipping the advertisement. As a re- 
sult we reran the insert and ordered 
6,000 extra copies to meet demand 
for counter and window cards.” 

To merchandise advertising that 
originally appeared in standard colors, 
Frontier Company has re 
printed Flav-r Straws newspaper ads 
in brown ink on chartreuse card- 
board for in-store use. Clear plastic 
is the printing surface used by Seal- 
test and other firms to create vibrant 
promotion pieces for direct applica- 
tion inside the glass of store doors 


k« ods 


and windows. Fluorescent decal trans 
fers for Olympia beer spur impulse 
sales for the West Coast brand from 
positions of advantage on bar mirrors 
and other smooth surfaces. 

A recent development in fluores 
cent pigments permits the creation of 
glowing vacuum-formed plastic signs. 
A pioneer user is Rand Sales Co., 
New York, for point-of-purchase pro 
motion of its Sea and Ski tanning 
cream. 


Outdoor Paints More Durable 


For outdoor use, the laboratory has 
lengthened fluorescent oil-base paints’ 
lease on life from an original 30 days 
to their present six months or more. 
Applications include spraying, rolling 
or brushing on exterior surfaces o1 
silk screening on poster sheets, pen 
nants and banners. In addition to the 
many standard uses General Petrole 
um Corp. has made of high frequency 
color in outdoor advertising for its 
Mobilgas, the firm has employed 
wrap-arounds that turn 
pumps into glowing, overgrown bar 
ber poles as well as mobiles in which 
each dangling section promotes a dif 
ferent product claim. 

Besides the more common fluores 
cent colors already 
brating pink, green, 
and cerise were utilized in a circu 
lation drive by The San Francisco 
Call-Bulletin. Fluorescent badges for 
personnel and signs for trutks and 
racks were among the 
merchandising pieces used. Another 
mobile application of fluorescence was 
a Christmas-red bow of spray-painted 
aluminum with which dealers have 
promoted Chevrolets as gifts. The 
procedure was for a new model bear 


gasoline 


mentioned, vi 
orange-yellow 


sales many 
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ing the dealer’s location in large let 
ters to be driven through the streets 


t} 


tied” around i¢ middle with a 


mammoth bow of “ribbon” almost the 
width of the rear door. 

Since fast focus is essential for 
traveling displa s, many resorts such 
is Wonderland, Billings, Mont., now 
ise glowing stock for printing the 
bumper Strips they give patrons, \ 
similar switch in paper, while retain 
ing previously ised printing plates 
and inks has revivified many firm’s 
shelf talkers, price tickets, bottle col 
lars, product labels, blotters and ad 
dress stickers. 

For the dubious, split runs ot 


luorescent adver 


fluorescent and non-f 
tising inserts and promotion pieces are 
suggested by Radiant Color Co., Oak- 
land, supplier of the Velva-Glo stock 
colors and signcloth described in all 
the above examples. Radiant utilizes 
ibrant pigments in the 
a carousel that distinguishes 

own letterhead 
The ‘Transport Command of the 
3.2 Air Force is 
marking all its 
the Day-Glo blaze orange of Switze1 
Bros., In Cleveland. ‘This anti 


collision colorat on was arrived at af 


in the process ot 


training ships with 


ter lengthy testing and the firm is 
now formulating plans to market the 
process I mercial, executive and 
pleasure ane \ clear over-coat 
lengthens the fluorescent pigment’s 
life to at least nine months. 

Day (ilo colors have 


] 
important rot 


also played 
n the service man 

s of the Buick Motor Division of 
(jseneral Motors Corp. Wherever a 
part has been changed or added it is 
mown in high Trequency color on an 
herwise black and white illustration. 
Three Day-Glo colored ‘Thunder 
irds are currently creating word of 
mouth i city in Cleveland. One, 
in blaze orang belongs to Joseph 
presiden the Day-Glo 
firm. ‘The other aturn yellow 
are being ised by & J (sallo 
Winery to promote its new line of 
Thunderbird wine. Pennsylvania Re 
fining Co. of Butler, Pa distin 


guishes its salesmen’s autos with Day 


Switzer 


(jlo ersions of ompany color 


A fine-parti led 
Imperial Paper and 
Glens Falls, N. Y., per 


Lumigraphic ink 
developed by 
Color 4 orp 
mits fluorescen olors to be applied 
in mass circul ym media. Cosmopoli 
fan ised th S process to achieve i 
brant pink background for it 
gust « ncreased 

CovVver’rs Ilia 
come so popular that newsstand pe 
| ha to resort to black 


ind white to vieve distinction 


The End 


1 
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TAKE THE IDEA... 
ADD TO IT... BUILD IT UP... 
REVISE... 
ANALYZE...OUT OF MANY 
SMALL ONES COMES THE 


BIG IDEA 


When ideas are popping fast and 
furiously, Ekotape captures them 
all! Nota single one slips away (and 
who knows which one will make up 
the BIG IDEA) Ekotape makes an 
ideal IDEA BANK 
nearly '% mile of thoughts, suggest 


one tape holds 
ions, contributions. Easy to draw 
from, simple to play back in a mo 
ment for review, to communicate 
to others with faithful reproduction 
of the original session 


New Ekotapes offer more profession 
al features. Smartly styled, sturdy 
cabinets, crisp high fidelity tone 


R-115 


v/ 
RECORDERS * 


Easy to use 
Professional features 


Portable 


ELECTRONICS DIVISION 
WEBSTER ELECTRIC 


RACINE |=) WISCONSIN 


Persuasive Packaging 


Promotional package 
spurs multiple sales 


Life Savers’ 1957 Hallowe’en package 
features a big, bright-orange Jack-O- 
Lantern. The design is the fourth de- 
veloped by Lassiter 
for Life Savers’ 
annual Hallowe’en 
promotion. The cel- 
lophane overwrap, 
printed in three col- 
ors by flexography, 
is used over the 
standard 20-roll Life Savers carton. 
It encourages full-carton sales, can 
readily be discarded by the retailer 
after Hallowe’en. Attractive tie-in 
displays can be set up in retailer's 
window or on the counter. 


Reduced packaging 
costs for Scripto 


This Lassiter cellophane package, | 


processed on fully 
automatic machin- 
ery, speeds produc- 


tion, cuts expense 


of packing refills. 

Original Scripto pa- 

per envelope was 

filled, stamped, fold- 

ed and sealed by 
hand —a costly operation. 


These two examples just hint 
at the range of Lassiter’s pack- 
aging experience in various 
fields—including yours. To 
learn more, see your Lassiter 
representative. 


You'll also want to receive 
your own copy of the monthly 
Lassiter Letter — written for 
packaging-minded executives. 
Just write—on company sta- 
tionery, please —to our New 
York office. 


960 FIFTH AVENVE + NEW YORK 1 nn. Y¥ 


Pes ree 


EXECUTIVE OFFICES: Chartotte, N.C 
OlViBiONS: Chricage, tii. + Chettennam, Pa 
Atianta, Ga. + Greensbore, N.C. + Danvilie, Va 


PACKAGE DOEGIGNEZS AND MANUFACTURERS 
Celiepnane + Polyethylene + Acetate + Vitafiim 
Mylar + Fell + Laminations « Paperbeard + Paper 


Mail Promotion 


By JANET GIBBS 


Sales Promotion and 
Direct Mail Counsei 


Better Letters 


Letters are probably the most frequently used form of direct mail. 
You recognize their sales value. Take a look at those on your desk 
right now. How many would you call good letters? Don’t tell me— 
I know. But you can upgrade mail, can get full sales value out of 
every piece of correspondence written by every member of your 
organization. Good letter writers are made—not born. 


WRITE EASILY. Relax, let your message be as friendly as you 
would be in a personal interview. Don’t burst into flowery speech, be 
stuffy or full of colloquialisms. Do use words that are part of your 


everyday business language. 


READ YOUR LETTERS ALOUD. If they don’t sound like you and 


don’t sell—better do a rewrite job. 


BE BRIEF, COURTEOUS, CLEAR. You must know the old 
bromide, “Be sure your letter is so clear even Schultz the butcher 
can understand it.”’ You'll lose sales if you expect prospects to figure 
out what you might mean. Know your facts, state them clearly, let 
the reader understand what you're trying to accomplish—and what 
you want him to do about it. If it’s an order or inquiry you’re after— 
ask for it. 


As for the long and short of it, the most difficult letter to write is 
the short one that tells the whole story. Don’t waste words, but 
don’t economize foolishly either. If you have a long story to tell and 
you make it interesting, you'll get high readership. Cover the entire 
subject—but only one subject to a letter, please. No letter is too 
long or too short if it tells all of your story. 


Credibility, sincerity— ‘These are important ingredients in any suc- 
cessful letter. How to put them across? This is a hard one to 
define. Be yourself, don’t be cute for cuteness’ sake or so clever that 
all your reader remembers is the clever way you made your appeal, 
not what it was! As for being funny—nothing is sadder than the 
joke that doesn’t come off. 


Courtesy in letters includes tactfulness. Even when the customer is 
wrong, it’s important that he be made to feel important. You can 
make even a “no” sound pleasant. 

Over the years, experts have developed formulas that are easy to 
remember and use. Any one of these four will help you measure 
the effectiveness of your letters—and they should help you with 


better ones: 
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ADA: Attract Attention, create Desire, demand Action. 


DDPC: Start by being Dramatic, continue by being Descriptive of 
your product or service, go on to be Persuasive about its benefits 


to your reader, then Clinch the sale. 


AIDPPA is an enlargement of formula 1. It means get Attention, 
build /nterest, include Description of product, Persuade your 
reader to buy, show Proof of what the product has done for 


others and can do for him and end with a demand for Action. 


PPPP is an easy one to remember. Paint a word Picture of what your 
product or service will do for the reader, Promise that the picture 
will come true if the product is purchased, show Proof of what 


it has done for others and end with a Push for action. 


PLAN AND ORGANIZE WHAT YOU WANT TO SAY: 
In last month’s column on copy we discussed buying motivations and 
organization of facts to make people want to do business with you. 
Here are some additional pointers to help you write letters that 
tell and sell 
1. Watch out for bad “conversational habits.” Pet phrases which 
sound fine when you're giving them “flavor” with your voice 
often lose all meaning in print. 
Remember the “you” approach. Your prospect isn’t interested 
in reading about you—except as how you'll benefit him. Talk 
about him. 
Don’t let your sales pitch get lost in a mass of verbiage. Cut 
out extra, useless, tired words. Don’t be a bore. (Try blue 
pencilling your last six letters; see how easy it is to streamline 
them. ) 
And please, five syllable words probably won't register if only 
because your reader doesn’t have time to figure out what you 
mean. 
Say what you mean and mean what you say. But say it simply. 
A good rule of thumb is to use about 70% words of one 
syllable. And sentences should average about a dozen words. 
Your opening copy, the headline, the first 10 words are prob 
ably the most important in your message. They must be 
thought-provoking to persuade your prospect to read on. Other 
wise you'll lose your sale to his wastebasket. 
You've got your prospect’s attention—now get into your sales 
story. Stir his buying impulses with enthusiastic copy—but 
steer clear of extravagant claims. Sound “unreal” and you'll kill 
the sale (or inquiry). 
Your closing copy must be a call for action. Hit it right and 
he'll place your mailing piece where it can be easily found 
when needed—or he'll write or phone, then and there. 
If it’s an inquiry you want, put a hook in your letter. Offer 
additional literature. (Be sure to sell the importance of what 
you offer.) If it’s an order you want, here too a hook can be 
useful. It may take the form of a premium, a free trial offer 
a price and time angle or a limited quantity or time appeal. 
In any case, make it easy for your prospect to answer. Order 
blanks, inquiry forms, business reply labels and envelopes are 
mail tools designed to hypo returns. 
Remember—when you write a letter you are writing to a person, 
not a mailing list. It doesn’t matter whether the letter goes to one 
person or 100,000 people. And do write a letter, not a speech. 


SEPTEMBER 6, 1957 


CHECK LIST FOR 


Catalo 


Give your customers the kind of catalog 
they /ike to use. Give them the kind they 
like to look at. 


Make your catalogs 


LOOSE-LEAF 


easy to add or remove pages 


DURABLE 


to stand handling 


FLAT STACKING 


for neat desk piles 


FLAT OPENING 


easier handling, easier reading 


EXPANDABLE 


for adding new pages 


ECONOMICAL 


quantities cost less 


ACCOPRESS BINDERS for your cata- 
log covers give you every feature for 
more "'Sell""—plus all the appeal you can 
add with color, embossing or printing. 
Write us, or ask your stationer to 
show you the complete Acco line for 
keeping papers together in every 
department of your business. 


The decopress 
Kinder com 
hines loose leas 
Traenveniance# 
large capavity 
and econamy 
Ideal for Cata 


log Covers 


When transfer time 
comes just slip the 
bound papers from 
the Accobind Falder 

Insert a new Aeco 
Fastener and the 
Falder is ready for 


another year's filing 


ACCOBIND folders 
ACCOPRESS binders 
PING-PRONG binders 


(for marginal multiple punched forms) 
ACCO clamps 
ACCO punches 

THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets! 
and other filing supplies 


ACCO PRODUCTS 


A Division of NATSER Corporation 
Ogdensburg, New York 


In Canada: Acca Canadian Ca., Lid., Taronte 


—_ ~~. 


Sales Promotion 
idea File 


Publicity Placement Simplified 
Central Feature New Inc. has a 


Mmavazine illed leature which 


will present ries about your prod 
ucts or your company to 10,000 edi 
tor reaching every significant news 

S. You 
can secure up to 5 or 6 million cit 
culation on a ingle story. Write for 
detail Robert Altshuler, lEexecu 


Feature, Central Feature 


paper and n ivazine in the [ 


1 inne lower limes square 


York a) N \ 


By LARRY SCHWARTZ 


President 
Wexton Advertising Agency 


Keeping Abreast of New Outlets 
The New York-New Jersey dis 


tributor of Flit and other Esso house 
hold products mailed a letter and re 
ply form to ali Esso employees ask 
ing them to list their local hardware 
and drug stores so that he could be 
up to-date on new stores and get as 
close to 100% distribution as possi 
ble. For a copy of this letter, write 
to Harold Frost, Sterling Sales Agen 
cy, 171 Madison Ave., New York 
16, N. Y. 


CAN HELP YOU 


SELL & TRAIN 


WITH THE NEW 
FULLY AUTOMATIC 


‘“MICROMATIC”’ 


Sound Slidefilm Projector 


only DuKane gives you 


Projector, rec ord-player, 
acreen, record, films, lenses 
and extension cord fit in a 

luggage-styled briefcase 


| wame 
Lightweight, compact! 


ADORESS 


WRITE TODAY 


Redi-Wind for 
AUTOMATIC REWIND 
and EASE OF OPERATION 


| Write today for facts on the SELL & TRAIN help you can 
| get from the ''Micromatic"’ 

| DuKane Corporation, Dept. 5M-97 

| St. Charles, Nlinois 


Repeating Movie Projector 
Weighs Less Than 25 Lbs. 


Fully loaded with 800 feet of film, 
this rear-view projector is surpris- 
ingly light, portable, simple to use 
on desk top, sales counter, in store 
window, etc. Uses any 16 mm. film. 
For details write Technical Service, 
Inc., 30865 Five Mile Road, Livonia, 
Mich. 


3-Way Premium Features 
Photo or Company Logo 


Combination coaster-ash-tray-pic- 
ture frame has removable bottom, is 
non-tarnishable, stacks neatly, makes 
handsome premium or give-away. For 
information write to Max Silverman, 
Broadcast Specialties Co., 120 West 
42nd St., New York 36, N. Y. 


Sales Promotion 
for Married Men 


membership card in 
Husbands Protective Association, 
Husbands Journal, ‘lake-Me-Home 
‘Tags and copies of membership pros 
pectus—all for 35¢ from Husbands 
Protective Association, 25 Manor 
Drive, Newark 6, N. J. $1 also gets 
32-page Husbands 


Handsome 


membership pin, 
Corner booklet, 12 serving coasters 
and car sticker. 


How to Signal 
A Speaker Automatically 


New “Agendascope,” a small met- 
al box, sits inconspicuously atop lec 
tern, permits chairman to flash any 


one or a combination of six messages 
to the speaker: “Speak louder,” “You 
are too close to microphone,” “You 
are too far from microphone,” “You 
have five minutes left,” “You have 
one minute left,’ “Your time is up.” 
Write Charles Corn, President, Cor 
con, Inc., 1168 6th Ave., New York 


2 


Polaroid Cameras Available 
for Promotions 

Necco increased its business 20%, 
and Armour doubled the number of 
Dial Soap displays with the help of 
Polaroid Cameras, 
Thomas J. Butler, 
Department, Polaroid Corp., Cam 
bridge 39, Mass. Camera is 
trafic-builder in demonstrations, en 


according to 


Premium Sales 
a big 


ables you to pose prospect against 
your display or message, assuring you 
of excellent exposure when the sub- 
ject passes his picture around. For 
information on quantity discounts on 
low-price Highlander Land Camera, 
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MEET THE MAN 


BEHIND THE AD CAMPAIGN 


THAT DID EVERYTHING 


BUT SE LL ! 
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Trademark Mystik Hogistered 


Now walt a minute — don't get the wrong idea. it cou/d have been a 
great campaign. Plenty of hard-seliing headlines that pounded home 
the theme...copy that told the story in fascinating fashion...leyout 
and illustrations art directors dream about...media selection in the 
right epace, and at the right time. 


80 nothing happened! How come? 
The pay-off at the counter was missing. No Merchandising at the 
Point-of-Sale. 


Our business is Merchandising at the Point-of-Sale. We've had 
more than 5O years’ experience in this one vital fieid of advertising. 
We've designed and produced point-of-sale merchandising programs 
of every kind, to meet every retailing need.We can do the same for you! 


Contact our nation-wide organization today. We'll show you how 
your hard-selling ideas can be developed into practical point-of-sale 
merchandising programs that create traffic — that se// more merchan- 
dise for you. 


Merchandising at the POINT-OF-SALE 


@ Lithographed dispiays for indoor and outdoor use *Animated Diepiays 
¢ Cloth and Kanvet Fiber Banners and Pennants «Mystik*® Geilf- Stik Dispiayse 
e Myetik*® Can and Gottie Hoiders «Myetik*® Geif-Gtik Labeie *¢Gquee-zei* 


*® Econo Truck Signe *¢ Booklets and Foiders *¢Moided Piastic 


CHICAGO SHOW PRINTING COMPANY, 2660 N. KILOARE, CHICAGO 39 
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write to Mr. Butler at the above ad 
dress. 


Free Booklets Get Leads 


Free booklets bearing a company 
imprint and advertising message can 
be used to build sales, as a door 
opener or leave-with piece, as a mail 
ing enclosure and as a lead-getter in 
ads. Write to Robert S. Menchin, 
American Visuals Corp., 1440 Broad 
way, New York 16, N. Y., for sam 
ples of pieces his company has pre 
pared for leading concerns. 

Another excellent source of such 
material is the Specialty Publications 


Now 


1. YOU PLAN IT—write the script, 
decide what's to be shot. You don't 
need movie making experience. Com 


mon sense does the job 


Raw: 
# 


Wx yy’ 


3. WE DO THE REST—When we get 
your color film, we make the black- 
and-white workprint, edit, match, 
splice, narrate, title, record, add 
opening and closing music*, process, 
and make a 440-foot, 16mm color re- 
lease print—all for less than $1000, 
and often for as little as $575!** 


Licensee of the Capitol Records music library 


_TELEFILM_ 


Tw ec onwpomares | 


produce that 
business film yourself 


Division of the J. K. Lasser Tax 
Institute, 1440 Broadway, New York, 
N. Y. which offers many helpful, 
informative booklets on all phases of 
taxes. Ihe booklets are all ready for 
your imprint. Write for samples. 


Paid Commercial Film 
Big in Movie Houses 


This week approximately 56,369,- 
400 people will attend motion picture 
theaters, both four-wall and drive-ins, 
which accept commercials on film. 
For an interesting report on ‘Theater 
Screen Advertising, write to Kilburn 
DD. Clark, Assistant to the President, 


at a fraction of "package" costs! 


FREE BOOKLET, "How to Make Low Cost Business Films,” 
explains in detail the proven production formula which cuts 
costs by letting you deal directly with the technical agencies 
of film production. No obligation, no high-pressure follow-up. 


espondingly low prices for shorter, longer and black-and-white films 


a leading l6mm motion picture 
technical service sinee 1938 


6039 Hollywood Bivd., Hollywood 28, California 


2. YOUR PHOTOGRAPHER shoots 
the footage, according to a working 
outline based on your script. He 


shoots enough extra film to permit 
smooth editing. 


4. SOON IT'S BACK in your hands, 
ready for projection. Despite its easy, 
low-cost production, it's a smooth, 
professional motion picture. It can do 
the same powerful selling job as films 


costing thousands of dollars more! 


Alexander Film Co., 500 Fifth Ave., 
New York 36, N. Y. 


What's Wrong with 
This Store Front? 


Appliance dealer in Bellmore, 
New York, announced a prize of $100 
to the first person who could find the 
single flaw in his remodeled store 
front. ‘The offer drew more than 
3000 people to his showroom. (One 
of the hinges on the front door had 
been put on backwards. ) 


Sample of Pure Aluminum Foil 
Bound into Newspaper 

An advertising “first” was scored 
recently when the Milwaukee Sen- 
tinel ran pure aluminum foil through 
its giant presses along with the regu- 
lar newsprint. Special rolls and cores 
were required, but the result was a 
striking product introduction and 
sampling job. Ask Howard T. Wheat, 
General Advertising Manager, Mil- 
waukee Sentinel, for information. 


Animals for Promotions 


Monkeys are available from $30- 
$50, an 18 foot python costs $400, 
a jaguar is $500, a bison $350, and 
an elk will set you back $150. All 
these and more are available from 
Trefflich’s Bird and Animal Co., 228 
Fulton St., New York, N. Y. 


Salesmen are Making 
the Most Money 


Here’s a figure your sales force 
will be pleased to hear. Engineer 
grads of ten years ago now average 
$740 a month income. General busi- 
ness trainees now make $768 after 10 
years, accountants make $778, but 
salesmen are on top with an average 
of $826 per month 10 years after 
starting. Changing Times, 
The Kiplinger Magazine, Washing- 
ton, D. C. 


Source: 


VUGUOUEOUOUOUCUOOOOOOOCOOONOOOOEOOOOEROOUOOOIIONE 
@ SALES PROMOTION IDEA FILE 


is a review of sales-producing tools 
and ideas designed to stimulate the 
thinking of sales-minded executives. 
Contributions to this column and 
questions about advertising, sales 
promotion or marketing problems 
should be addressed to Larr 

Schwartz, c/o SALES MANAGE. 
MENT, 386 Fourth Ave., New York 
16. 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


American Broadcasting Company ... 

Raymond F. Eichmann named di 
rector of sales development and re 
search. 


American Enka Corp.... 
C. Chester Bassett, Jr., general 
sales manager, elected v-p, sales. 


American Home Products Corp. ... 

Kenneth A. Bonham appointed 
president of Whitehall Pharmacal 
Co, subsidiary 


American LaFrance Corp. ... 
Kenneth S. Johnson becomes mar- 
keting manager of consumer products. 


Borg-Warner Corp... . 

Robert A. Brown to v P, general 
sales manager. Daniel W. Lysett pro- 
moted to director of Long 
Manufacturing Division. 


sales, 


Brooks Foods, Inc... . 

Joseph A. Butts named institutional 
James Doherty to 
Brooks Portion-Pak 


sales manager. 
sales manager, 
Division. 


California Packing Corp. ... 
QO. E. Seegelken, general sales di 
rector, elected y p. 


Chicago Show Printing Co. ... 
Robert J. Leander appointed presi 
dent. 


Dunlop Tire & Rubber Corp.... 
J. Michael Billane assumes presi- 
dency. 


Emerson Radio & Phonograph 
Corp.... 
Eugene A. 


as V-p in charge of sales. 


I'racey joins company 


Four Wheel Drive Auto Co... . 


Lloyd a Pernot becomes V-p, sales. 


Hearst Magazines .. . 
John S. Swan named publisher of 
Cosmopolitan. 


H. J. Heinz Co.... 
Louis A. Collier elevated to man 
iger, sales promotion, for grocery 


products. 


Kraft Foods Co.... 
Chester Green named director of 
marketing. 
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A. C. Nielsen Co. ... 
A. C. Nielsen, Jr., 


as president. 


succeeds father 


Pittsburgh Sun-Telegraph . . . 
Clifford W. Barnhart to retail ad 


vertising manager. 


Proctor Electric Co. ... 
Peter B. Davies appointed sales 
manager, Equipment Division. 


Purex Corporation, Ltd. ... 

Robert F. Sharp, v-p, general sales 
manager, takes over new position of 
v-p in charge of trade relations. John 
B. McLaughlin to v-p, charge of sales. 


y 


Present your case the 

Smart Ellis Organizer way 
Those “‘critical few’ actual selling 

minutes you spend with each prospect 


will make or break the sal 


With the Ellis ORGANIZER bag 
designed for your own particular pur 
pose—everything is under ‘‘finger-tip 
control The Ellis ORGANIZER line 
of top quality leather sales and presenta 
tion cases will help immeasurably dus 


ing those critical minutes that count 


Write today for Brochures on thé 
entire line of Ellis built cases. Buy 


direct from the maker—save up to half 


Radio Corporation of America . . . 

Thomas H. Armstrong to new post 
of manager, RCA “Bizmac” sales 
plans and programs. 


Railway Express Agency .. . 
Harold FE. Shipley named director 
of advertising and promotion. 


Texas-U.S. Chemical Co.... 
William J. Burke appointed direc 


tor of sales. 


Waste King Corp. ... 
A. L. Haggard promoted to new 
post of v-p, marketing. 


“Must bi 


j 
Here 


j Ad 
fomewpere. 


7 izer 
Organizer. CASE 
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Sales Promotion 
at Work 


Selling with Calendars 


Cheesecake's losing favor, but as an advertising 
medium, calendars are more popular than ever. 


I’verybody likes a quick answer to the question, “What's the 
late?’’ Result: Americans use 120 million wall calendars, upward 
of 300 million desk and pocket ones. The hang-up type is used by 
94.50% of business establishments. ‘The 1956 figure was 4.5 cal 
endars per establishment, compared to 2.8 in 1953." (An informal 

irvey indicates that the SM writer compiling these statistics has 


8 calendars within easy reach, all “absolutely indispensable.” ) 


Publicity surrounding the distribution of cheesecake and nude 
ibjects came near putting the term “calendar art” into the dirty 
word category a few years ago. Pendulum is now swinging in 
the other direction, with emphasis on wholesomeness when pretty 
rirls are shown, Other perennially popular subjects are children, 
inimals, lands apes, historic incidents and scenes. ‘The work of 
fine artists, living and dead, is to be found on a good percentage 
1} the wall calendars distributed today. Reproduction methods 
iave improved, the faithfulness attained with four colors being 
lar superior to results formerly obtained through the use of 18 


olors to a job 


shown here are half a dozen calendars ranging from clever to 


high-style, and, in size from a giant 26% x 30 to a dainty 5 x 7. 


hough styles and trends change gradually, the calendar is a 
enerable and stable goodwill item. Provident Mutual Life Ins. 
Co. says its 1890 calendar was about the same size as its 1957 
ersion (1314 x 20%) and somewhat similar in format, though 


t had only one illustration and 12 tear-oft sheets 


*Brown & Bigelow figures 


1. TRAVEL BAIT 

For South-of-the-Border distribution, 
Grace Line, Inc., has a calendar with 
names of months and other text ine 
Spanish, and colorful illustrations de- 
signed to lure businessmen and tour- 
ists to travel in the U.S. 1957 version 
has such subjects as the New York 
Coliseum, Times Square at night, the 
circus, a Jones & Laughlin steel fur- 
nace going full blast — interspersed 
with Grace Line shipboard.§ scenes. 
Produced by offset by Kindred Mac- 
Lean & Co. Grace Line has been 
using this type of calendar for eight 
years. 


2. MUSEUM PIECES 


Provident Mutual Life Ins. Co. of 
Philadelphia distributed its first (so 
far as known) calendar for the year 
1890. It showed the firm’s home office 
building, had 12 tear-off sheets and a 
single large calendar for the year be- 
hind the tear-offs. it was printed by 
Ketterlinus—which still does the job 
each year. Current Provident calen- 
dars have six sheets, with two months” 
dates on each, and illustrations by 
American artists depicting typical 
American scenes. Paintings for the 
1958 calendar, selected by museum 
directors, are by such artists as Rock- 
well Kent, Winslow Homer, Thomas 
Hill, Leon Kroll. A complete set of 
Provident’s calendars through the 
years would represent a pictorial his- 
tory of the nation. In 1941, for ex. 
ample, there were 12 paintings from 
an exhibition at the Metropolitan Mu- 
seum of Art, the subjects including a 
Yankee Peddler, Daniel Boone, a cov- 
ered wagon caravan, an 1840 volun 
teer fire company. Hartford in 1840, 
Philadelphia in 1800, Niagara Falls in 
1831, sailing vessels of early times— 
with subjects like these it’s not sur 
prising that Provident’ calendars are 
considered collectors’ items by lovers 
of Americana. 


' 


3. THREE-DIMENSIONAL 


Off-beat is the term for Young & 
Rubicam’s 1957 calendar, a 12-sided 
figure of green plastic, with each side 
devoted to one of the months. Dates 
are printed in white and there’s a bit 
of text in gold letters on each face, 
reading, “Best wishes,” “From All of 
Us,” “At Young & Rubicam,” “Sigurd 
S. Larmon,” etc. In addition to serv- 
ing as a calendar, the unit is a bank 
(has a slot on one face) and a paper 
weight. 
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4. “CAN'T MISS" DUO 


Dickens picture map and calendar 
show London and Paris as they were 


in the time of the Revolution, accord 
ing to “A Tale of Two Cities.” This 
is the latest in the map-of-a-book cal 
endar series distributed by Harris 
Seybold Co., Division of Harris-inter 
type Corp. The “Two Cities” map was 
painted by artist Everett Henry after 
months of research. More than 20,000 
graphic arts firms received copies of 
the map which covers the fiscal year, 
beginning July 1. Printing was by off 
set in full color. 
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5. DEPARTMENTALIZED 


Advertising, 
attractive 
calendar. 


Lavenson Bureau of 
Inc., gave to friends an 
booklet 1957 
Format is unusual: two months’ dates 
to a page, each devoted to a different 


department, with appropriate artwork 


spiral-bound 


including a drawing of a fancy desk 
For example: The account executive 
page has desk and fancy border in 
brown ink and the black-and-white de 
sign shows brandy casks, a Scotch 
bottle, a wine glass. Page for the sec 
retarial department has a graceful, 
feminine-looking desk in green ink. 


6. JOT-IT-AND-PHONE 

To build telephone orders, Sears 
Roebuck & Co. has distributed 500,000 
1957 flip-page calendars, Dates for two 
weeks, with jot-it-down space, are giv 
en on each of the 26 pages. On the 
back of each page is advertising copy 
under headings, “Sis (or Mom, Dad 
Little Brother, Big Brother) says 
In each case there is a drawing of 
Mom, or whoever is speaking, chat 
ting on the telephone on some timely 
subject related to shopping at Sears 
“| just order by phone and have it 
delivered.” 


When the 
“Signs” are right... 


you 
GET RESULTS! 


Sales thrive, too, when well-designed, 
quality made signs by Texlite are a 
vital part of your selling program. 
Texlite signs compel attention . . cre- 
ate confidence. .“‘work” around the 
clock 


cost than any other medium. 


.reach more people at lower 


From 10 signs to 10,000, Texlite can 
produce signs that sell in porcelain 
enamel or plastic and combinations 
of the two materials. Put Texlite’s 
long experience in sign design and 
fabrication know-how to work in your 
merchandising plans. Four hundred 
sign craftsmen and 160,000 sq. ft. of 
modern sign plant and equipment to 
fill your every sign and letter need. 


See how 
others have 
used signs 
by TEXLITE 
to gain sales 
objectives . . 


This 20-page, beautiful full-color 
booklet shows 101 signs built for some 


of the nation’s most sales-minded 


companies 


Requeat your free copy on company 
letterhead 


Builders of Quality Signa Since 1879 


3309 MANOR WAY e@ DALLAS, TEXAS 


Offices in Principal Cities 


FRONT MAN for U.S. Steel Homes’ “house on the roof” is president, H. D. Moulton. 


The House on the Roof... 


It got there through a three-way tie-in: a department store, U.S. 
Steel Homes and a group of national advertisers. For two months 
the house will draw people and sales. Someone had imagination. 


At the moment Pittsburgh shoppers 
at Kaufmann’s department store are 
rushing to the roof. Nothing wrong 
with the big store’s air conditioning: 
It’s just that from now through Oc- 
tober 19 there’s a house up there. 

The house got there, landscaped, 
furnished, ready to move into, be- 
cause Kaufmann’s is just across the 
street from the offices of U. S. Steel 
Corp. And one of U, S. Steel's Di- 
Steel Homes. Re- 
cently, Frank Van Ameringen, presi- 
dent of Pittsburgh’s largest residential 
real estate firm, Home Sales, Inc., 
was a visitor to the Division. While 
he waited for his appointment he 
looked across and down at Kauf- 
mann’s and thought about the store’s 
huge, flat roof—going to waste. Later, 
when he learned that U. S. Steel 
Homes was planning to build one of 
its more expensive models as an ex 
hibit, Van Ameringen suggested the 
Division raise it on Kaufmann’s roof. 
Everyone, including executives of 
Kaufmann’s, fell in with the idea. So 
did the manufacturers whose wares 
go into U. S. Steel Homes. Among 
Whirlpool-Seeger Corp., 
Youngstown Kitchens, Pittsburgh 
Plate Glass Co., F. C. Russell Co. 
(Rusco Windows), American-Stand- 
ard and A. O. Smith Corp. 

Kaufmann’s turned its 


visions 1S U. S. 


them: 


Interior 


Decorating Department loose on the 
project with only one admonition: 
Furnish it in keeping with its cost 
(relatively high) and in contempo- 
rary styling. The result is a handsome 
and livable place you'll be seeing in 
the leading home magazines. It was 
opened with building and decorating 
editors, flown to Pittsburgh for the 
event, in attendance. 

Before the exhibit has run_ its 
course an estimated quarter-million 
visitors will have walked through the 
house and a goodly number of them 
will have either contracted for a U. S. 
Steel house, or bought a Youngstown 
kitchen or one of the other products 
on exhibit. And Kaufmann’s has a 
vertiable captive audience. 

In the store’s auditorium, near the 
exhibit, is a merchandising and infor 
mation center for this “Steelaire 
Fifth Avenue” house. Prospects are 
given information about builders in 
the Pittsburgh area of U. S. Steel 
Homes, which is also signing prospec- 
tive professional builders. 

The house is a departure in several 
ways from the more familiar prefab: 
It contains, among other materials, 
over six tons of steel. The design, 
like the exhibit, is a cooperative ven- 
ture. Four nationally-known archi- 
tects collaborated on its plan. 

The End 


SALES MANAGEMENT 


How to profit by your 
competitors’ advertising 


An old west death certificate succinctly stated: 
“Suicide. Tried to pistol shoot a man 75 yards away 
who had a Winchester rifle.” 

In advertising, too, the bravado of ignoring the 
competitors’ weapons is not conducive to longevity. 
// the temptation towards imitation can be completely 
eliminated, a continuing analysis of competitive ad- 
vertising is almost always profitable. 

Admittedly, no two companies—however competi- 
tive—have identical marketing objectives. However, 
there are similar companies, selling similar products 
or services to similar markets through similar chan- 
nels of distribution. The competitors’ advertising, in 
a sense, is a mirror of their marketing philosophy. 
It tells what products they want to sell (which are 
most profitable) what markets thev feel have 
the most or least potential . . . how they sell. . . and, 
how much importance they place on the value of 
advertising any of their products to any of their 
markets. It is always interesting and frequently profit- 
able to look at your marketing image in their com- 
petitive advertising mirror. 

A stack of competitors’ tear sheets, when compared 
to your own, will quickly and graphically demonstrate 
the relative importance placed on similar lines of 
products. Perhaps there are certain lines that they are 
pushing much harder than you are... you might 
profit by finding out why. 

Competitive media analysis is dangerous when 
used simply to see which book they thought was 
best. But, the competitors’ choice of media can often 
give further insight into what markels they feel have 
the most potential. If they advertise extensively to a 
market that you hit only marginally, they could have 
a profitable reason. 

How much the competitor spends can be profitable 
information ¢/ used with discretion. When two com- 
peting companies spend widely varying percentages 
of sales to promote like products to the same market, 
perhaps their sales or advertising objectives vary in 


the same proportion. In either case, over-evaluation or 
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under-evaluation of the market is obviously costly. 

Of course, any evaluation of competitive advertising 
can't be significant by just spot checking occasionally ; 
it has to be consistent and comprehensive. We feel that 
it’s just common sense that everything we learn about 
our clients’ “‘marketing climate’’—of which competi- 
tion is only one element—will help us do a better job. 

Moral: All good advertising ts profitable 
it’s your competitors’ . 

The Marsteller-Rickard Research Report No. 16 


points out a number of methods and sources for finding 


even when 


competitive advertising facts and figures. If you'd like 


a copy, just drop us a line. 


/[ Vareleller, | tekard, 
(Sebhardt and led, Ine. 


ADVERTISING 


NEW YORK * CHICAGO * PITTSBURGH 
AFFILIATES 
PUBLIC RELATIONS ¢ BURSON-MARSTELLER ASSOCIATES, INC 
MARKETING COUNSEL * MARSTELLER RESEARCH, INC 
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where will the markets be 


for your materials, parts, 


components, finishes 7? 


Look at any growth industry. Check almost any segment of 
the Original Equipment Market. Note the astonishing array of 
products which, but a few years ago, existed only in the 
minds of design engineers . . . consultants... researchers... 
somebody concerned in some way with product design. 


And over 35% of the products which will be manufactured in many 
segments of the Original Equipment Market by 1960 do not 


exist today — except in the minds of design engineers. 


The pace is terrific — in new product development, 
in the expansion of design manpower, in money 


spent for materials, parts, components, finishes. 


Such explosive growth calls for equally dynamic 
evolution in the scope of publishing for these tremendous 
and fast-changing markets. And you're watching ut 
happen in Product Engineering ... the only magazine 
which serves ALL the interests of men engaged in the 


are v. ot ® . 7 , 
’ \ design, research and development of new products. 


Now on weekly frequency, Product Engineering 
offers the DesiIcn EpiTrIon, 26 issues every other 
week ... and the RESEARCH AND DEVELOPMENT 


00 


EDITION, 26 issues, alternate weeks. 


ABD 


THE McGRAW-HILL WEEKLY 


design engineers ; 
MAKE MARKETS GROW... a MAGAZINE OF MBAS Sda' 
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MAKES SALES GROW... 


Shows and Exhibits 
Two Classes of Premium Users 


Who Heads Premium Sales 
Building Prospect Lists 


19 Types of Premium Programs 


Home-Service Routes 13. Coupon Plan 
Trading Stamps Sales Incentives 14. Enclosures ; 
Decler Prontumes 15. Banded Premium 


T 
he Club Plan 16. Container Premium 


|. Self-Liquidators 

2. 

3. 

4. Use-the User 10. Traffic-Builders 17. Contests 
5. 

6. 


Door-to-Door Sales 11. Circulation-Builders 18. Tape-Redemption Plans 
The Party Plan 12. Direct Premiums 19. Trade Cards 


Things Your Competitors Know 
Who Sell to Premium Markets Now 


By Lawrence W. Bell, 


Publisher, Premium Practice, 


The Magazine of Incentive Merchandising 


Who Heads Premium Sales? Many 
corporations initiate their spec ial mat 
kets sales programs with one indi 
vidual reporting to the sales vice 
president. Some promote a salesman ; 
probably the majority, seek 
outside experienced premium person 
nel, Salary range for outside help 
runs between $15,000 to $25,000 per 


year plus an incentive for sales above 


others, 


management's quota. 

Some firms engage manufacturers’ 
representatives specializing in premi 
um sales. Representatives are usually 
paid standard trade commissions ; that 
is, the same rate as given representa 
tives handling sales through regular 
resale channels. Large companies ot 
firms whose products have a large 
premium sales potential seldom em 
ploy representatives, 


Building Prospect Lists. Ihe basic thing 
to remember about building a premi- 
virtually 
every company is a prospect. Prospects 
may have little interest in either a 
dealer promotion, but 
may well have a sales incentive pro- 
gram for their own salespeople, job- 


um prospect list is. that 


consumer oft 


bers or distributors, 

Buyers and users of incentive mer 
chandise are in all 48 states and Can 
ada. ‘There are directories for about 
industry. “The proper man to 
sales-minded 


every 
contact may be the 


84 


president, sales vice-president, general 
sales manager or advertising man- 
ager. When in doubt, contact the 
highest sales executive available. 

The sales vice-president may not 
be directly concerned with the selec- 
tion of the premium, but he’s likely 
to approve the promotion before mer- 
chandise is purchased. So sell him on 
your idea if you can. If he can’t see 
you, he will undoubtedly refer you 
to the individual who selects premium 
merchandise. 


Shows and Exhibits. There are a num- 
ber of trade shows which attract buy- 
ers of incentive merchandise. Aside 
from general trade shows such as the 
National Housewares Manufacturers 
Exhibit and others which appeal to 
buyers of general merchandise, there 
are special premium trade shows the 
largest of which is the National Pre- 
mium Buyers Exposition held annual- 
ly in the spring at Chicago’s Navy 
Pier. The National Retail Tea and 
Coffee Merchants Association and the 
National Association of Direct Sell- 
ing Companies usually run exhibits 
for their members annually in June. 
New York is the site of the growing 
Fall Premium Show. 

Some maufacturers exhibit at all 
shows. Others restrict themselves to 
those which they feel offer them the 
best sales outlets. The basic differ- 


ence between the premium and the 
general trade shows is that premium 
shows are primarily contact shows. 
Relatively few merchandise orders 
are placed at them. 

The experienced premium supplier 
assesses the value of a show by the 
quality and quantity of buyers he 
meets. He recognizes that it may take 
90 days or more for details incident 
to the promotion to be worked out 
and the merchandise commitment 
made. 


Two Classes of Premium Users. In 
analyzing your premium sales poten- 
tial you may find it advantageous to 
group various premium users under 
two broad classifications : 


(A) Systematic Group. This group 
purchases standard merchandise (all 
types, any price) for continuing use. 
Chief among these buyers are trad- 
ing stamp, club plan, home service 
route, coupon plan and other com- 
panies that regularly publish cata- 
logs. The systematic group has buy- 
ers for housewares, house furnishings, 
toys, sporting goods, etc. With few 
exceptions a straight product presen- 
tation is all that is necessary. Gen- 
eral Electric and some other firms do 
not utilize a premium specialist to 
sell this group. 

It is not uncommon for a trading 
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37% have done business regularly with Clement for 20 years 


‘ 


or longer; 43% are 5 to 19-year ‘‘veterans."’ 


J. W. CLEMENT CO. wv 7 
Executive Offices & Plant: ®@ LORD STREET, BUFFALO 10, N.¥ 
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The daily Free Press is Detroit’s fastest-growing paper—and now 
enjoys the highest circulation in its 126-year history! 


And during recent months Detroit’s only morning paper has made 
greater advertising gains (retail, general, total) than the two 
evening papers. 


lor modern marketing in America’s Motor Empire the advertiser’s 
BASIC BUY is the friendly Free Press! 


The Detroit Free Press 
461,167 vary. up 15,432 froma year ago/ 507,128 SUNDAY, up 7,007 


REPRESENTATIVES: NATIONAL—STORY, BROOKS & FINLEY; RETAIL—KENT HANSON, NEW YORK 


stamp company, for example, to be the 
largest single customer of many a ma 
jor manufacturer. Systematic group 
addition to 


quantity sales, a source of collateral 


purchases represent, in 
advertising value to suppliers. The 
catalogs of this group picture and de 
scribe the vendor’s product. 

For the most part, their purchases 
ire made at the usual distributor o 
jobbers ‘Timing is important 
when contacting the systematic group. 
If a catalog closes in March, an Ap 
ril sales call will not be productive. 


Group. Let 
as a method 


(B) Creative Selling 
is define creative selling 
of using imagination to join prod 
ucts of separate and unrelated manu 

benefits 
the offer 

dish to 


garage and service station operators 


facturers to achieve sales 
for both. For 


ot a tree copper 


example: 
chafing 


contingent on their purchase of a spe 
cified number of oil filters. The num 
filters sold as a result of 
company matter. But 
chafing dishes were pur 
a cost of $4 each. And the 

Univac 


ber of oil 
this offer is a 
180.000 
chased at 
services of are not required 
to realize that you must sell a goodly 
number of filters before you spend 
$720,000 for a premium. 

Initially 
prehension, 


and not without some ap- 
50,000 chafing 
were purchased. Subsequent orders, as 


dishes 


dealers bought oil filters—and 
filters—brought the 12-week promo 
tion total to 160,000. 

Imaginative selling or buying usu 


more 


ally is required in dealer premiums, 
trafic builders, direct premiums and 
self liquidators 

Many promotions are fairly 
ventional. A typical one is the offer 


con 


free of extra 
with the purchase of X brand 
electric range. Some cookware manu 
5,000 to 12,000 


sets, at an average cost of $15, to a 


of a set of cookware, 


cost, 
facturers have sold 


range maker. ‘The cookware maker’s 
sale: $75,000 to $180,000. 
‘There are many types of premium 


programs : 


Self-Liquidators. | he most public ized, 
but segment 
of the overall premium market is the 
promotion. At 
time or all of us have seen 
offers box label or 
other proof-of-purchase plus a stipu 
lated sum of will entitle the 
consumer to a premium. Primary ob 
the 
making the offer is to get consumers 
Not all com 
panies come up with something as cre 
ative as the Yukon promotion, in 
which Quaker Oats offered kids a 
deed to one inch land in the Yukon. 


relatively unimportant, 


sel f-liquidating one 
another 

wherein a top, 
money 


jective of sponsoring company 


to sample the product. 
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Even President Eisenhower knew 
about this one. The Secret Service has 
revealed that King Harry Ist 
a letter threatening the life of the 
President. The “King’s” letter 
warned the President that he would 
“have to reason with a 22 Winches- 
ter” if he objected to the formation 
of a new State. Investigation showed 
there was little 
“King Harry” 
12-year-old owner of 
of land in Alaska, acquired in the 
Quaker Oats land promotion. Harry 
his friends had decided 


wrote 


cause tor alarm. 


turned out to be a 


a square inch 


and some of 
to band together, 
country, and secede from the Union, 
‘The would-be monarch the 
firing squad and got off with a “severe 


form their own 


avoided 
lecture” from his mother. 

If you manufacture a product cur 
rently retailing for $1.95 may 
in all probability, sell it to your job 
bers at 50% off list, or 98 cents. In 
a self-liquidating promotion you may 


you 


be able to achieve certain production 
economies that permit you to offer a 
price of 84 cents per item on an initial 
order of 250,000 pieces. 

If your item is a blind value—cut 


lery for example—you will experi 


ence little dealer reaction. However, 
if you sell as a self-liquidator a readily 
identifiable kitchen tool 


retail distribution, 


enjoy 
should 
your 
that 
spurn 


and 
good you 
alter, camouflage 
will 


your regular distributor 


disguise, or 


product, or you discover 
will 
your lines. Today's retailer is beset 
by enough problems, what with dis 
houses and the non-foods de 
partment in markets. It’s 


much to expect him to sell your prod 


count 
supe! too 
uct at $1.95, while you promote it as 
a $1 premium. 

If you can mask your item, or 
duce a specific product for the price 


pro 


required, you'll do all right. Consider 
this: 250,000 at 84 cents each means 
$210,000 
plus the benefit 


an initial order of and a 
possibility of more 
of approximately $200,000 worth of 
TV, newspaper, magazine and point 
of-purchase advertising. All copy pro 
claims the bargain aspects of getting 
a kitchen XYZ [ your com 


pany | trying the 


sending in 


tool by 
simply by spon 


sor’s product and box 
fronts, backs, sides, tops or bottoms 
whatever they collect during the pro 
motion. 

Do the 
value to you in liquidating premiums. 
According to Starch 
featuring a premium offer have two 


and one-half times the readership of 


not overlook advertising 


advertisements 


non-premium advertisements. Conse 
quently, many premium users devote 
two-thirds of the advertisement to de 
tails of the premium offer and one 


third to product sel] 


| 


IN LOS ANGELES 
THEY SAY 


‘TIMES, FIRST OF ALL,” 


cs . 
+ Transportation 
Advertisers 

prefer The 
Times above 

ALL other 

Los Angeles 
metropolitan 
newspapers 


(In the first 6 months of ‘57 
The Times led in 
95 of Media Records 


114 classifications.) 


Travel-minded Southern Cali 
fornians look to The Times for in 
formation, help, ideas. Transporta 
tion advertisers, as the result, rely 
on The Times far more than on any 
other Los Angeles newspaper. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


Fs2rel. 


in fast-service 
eating places, 
twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 
Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 
Drive-ins 
Drug Stores 
Fountains 
Industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 


Main Highways 
In Industry 
THEY ALL HAVE 


ONE THING IN COMMON — 
FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 
for an advertising schedule 


FAST 
FOOD 


the magazine serving counter 


and tountain restaurants 


386 FOURTH AVE 
NEW YORK 16, N. 


While there was a time when most 
liquidators were offered at 10 to 25 
cents, today’s promotions more often 
run to $l or more. The duration of 
the offer is usually from 6 to 10 
weeks 

Prior to World War II, premiums 
were generally thought or as gim 
micks and gadgets. ‘Today's premium 
market is more properly described as 
a plus market or special market sales. 
I here is a sound business reason tor 


this. loday 


sider everything not sold through no 


most sales executives con 


mal resale channels as premium a 
counts. It should be recognized, how 
ever, that the premium, or special 
market sales concept, differs widely 


from company to company. 


Trading Stamps. Almost all types of 
merchandise in virtually all price 
categories are utilized and premium 
sales outlets are everywhere. ‘Uhis is 
true of trading stamps, which have 
been used for over 60 years. ‘The 
principle is basically that of the manu 
facturer coupon plan, adapted to the 
needs of the retailer, and designed 
to provide a grouping of the premium 
tokens trom a number of retailers in 
my community, 

Lhe plan offers the widest possible 
variety of quality premium items if a 
reliable stamp company is used (for 
tamip programs are most often han 
dled through service organizations 
which sell to a number of non-com 
peting retailers in the area). Vhe ad 
Vantage ot long term continuity trom 
a stamp plan is almost impossible for 
the retailer to attain in the same de 
yree through any other type of pro 
motion 


The Club Plan. ‘Though few in num 
ber, a $96,400,000 potential is of 
tered by club plan companies. It has 
been said that the easiest sales are 
those the customer sells herself. “‘Uhus 
the sale when the 
ustomer not only sells herself, but 


should ZO easily 


sells 9 or 10 friends. This is the foun 
dation of the sales technique known 
as the club plan. 

‘The club plan is primarily a form 
of mail order. ‘The ‘Club Secretary,” 
as the plan’s primary customer is 
known, a catalog of met 
chandise from which she sells, to each 
of 10 “members,” 
$10 to $12, on a dollar-a-week pay 


receives 
mere handise worth 


ment plan. One order is sent in each 
week as the money is collected. 
‘The secretary's reward for this a 
tivity is in the form of premiums, 
either merchandise from the general 
catalog or from a special catalog. In 
addition, each member who buys $10 
worth of merchandise receives a pre 
mium having a retail value of around 


$2.50. 


Use-the-User. In every incentive pro 
motion, the recipient of the premium 
naturally performs some service bene- 
fiting the advertiser. ‘This idea is 
clearly spelled out in the name of this 
type of program—use-the-user. You 
ask a sold and satisfied customer or 
user of your product to recommend 
by name friends who might like to 
try it, offer her a premium if any of 
the friends buy and you have a 
‘“use-the-user”’ plan. 

A big user of premiums in this 
category is the appliance industry. A 
washing machine owner can earn a 
household item worth a few dollars 
by helping the dealer sell washers to 
her friends. 

What appliance retailers do is to 
have outside salesmen visit consumers 
in their homes. Other companies that 
successfully use this method are home 
service Organizations such as tea and 
coffee route operators, laundries and 
diaper services. 
Door-to-Door Sales represent premi 
um purchases that annually amount 
to $131,500,000. Many direct-selling 
organizations are virtually built on 


premiums ; consequently a number of 


F= increase sales vA 
fresh flowers and plants 25% “Je as 
traffic creators, <f¢>.¢€ self-liquidating 
premiums, sales incentive plans.B7| | 
Guaranteed local and national i 


coverage .. .“¥ 


7 


ORCHIDS OF HAWAII, INC. | 


National Sales Office: 305 Seventh Avenue, New York 1, New York. 
— a a ee ee a 
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OHIO’S 
MOST CONCENTRATED 
AREA OF GREAT 
INDUSTRIAL NAMES 


A ONE BILLION 
ONE HUNDRED SIXTY-NINE 
MILLION DOLLAR 
ONE-NEWSPAPER 
MARKET 


96.57 © 
of Metropollt 


85% Coverace 
Of Akron Trading Area 


an Akron 


FOR COVERAGE AND RESULTS 
IT’S THE 


AKRON 


BEACON 
JOURNAL 


HIGHWAYS ARE 
SAFEWAYS WITH 
WHEATON 


Wheaton ta tu% 


Household goods, office equipment 
and exhibits are safe in the hands 
of the Wheaton organization. 
Prompt, dependable long-distance 
service from coast to coast. 


FREE Moving Day Kit 


—full of helps, labels, address cards, 
to all personnel transfers. 


Call your toca! 
heaton Agent (500 
‘Agents — all principal 


cities) or write tor 


Wheaton 
Van Lines, Yn 


Dept. 25, Indianapolis, Indiana 


LONG DISTANCE MOVING 
“the safest distance between two points” 


Los Angeles, California 
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refinements of premium 


have arisen in the direct-sales field. 
Direct selling manutacturers and 
credit retailers are equally large users 
of several premium methods. Natural 
ly, many of them offer premiums with 


More spe 


common 


pure hases to consumers. 


cialized appli ations are 
however. In the case 
premiums may be 

prompt payments 

payment ahead of the standard term 
Use-the-uset plans ror new customer 
referrals, are common with both types 


' 
install 


ment companies that depend largely 


of companies In the case of 


on collec tors’ sales (as opposed to the 


higher commission first sales of 


licitors), use-the-user premiums are 
the most important 

And as a 
courage new business through the col 
otter 


premiums as a ‘“buy-now”’ stimulus to 


form of incen 


further step to en 
lectors, these 


companies often 


sign up paid-out customers for repeat 


orders. 


The Party Plan. ‘| he idea ol bringing 
groceries to the consumer, as used by 
bringing 


cloth 


direct sell 


tea and coftee firms, or of 
to her all kinds of housewares 
Ing, etc, similar to other 


ing firms, was further developed in 
the 1930's when some firms began to 
call on not one but groups of Cus 


tomers, through organized home 
parties. 
Krom the beginning premiums 
have been an integral part ol the party 
tanley 
Brushe 
Corn ider prem 
New 
Home 


Parties have equally ascribed much of 


plan. Such organization is 
Home Products and 


pioneers in this field 


Better 


ums vital to their growth 


comers such as 


l upperware 


their success to premiums 
Initially, a 

party plan possible 

ottered to the hostes 


make the 
Phe premiun 


premium 
whose home | 
ised tor a party Attractive premiun 
are viven as incentive to her ic 
Ihe cash equi alent of the 

would be far less effect 


pitts ft each guest ire 


mental in Maintaining int 
program 
Sales incentive lor manager ine 


demonstrators help part 


Compan 
stimulate their ile I vho Al 


loosely orvat 


orten 


to supervise 


Home-Service Routes. In th 
field o! 


stands 


direct selling one segment 


above others as a pioneer of 
good premium merchandising and, for 
nearly a centut i user of efiective 
This I the 
coffee 


companies first 


promotional method 
home-service tea ind 


hese 


premiums in the Ovi ot i 


business 


tec hnique 


NOW IN 


ROANOKE 


and Western Virginia 


WDBJ-% 


presents 


followed by 


the EARLY SHOW 


Famous Feature Movies 


Monday through Friday 
4:00 to 6.05 P. M. 


Your Peters, Griffin, Woodward 
*"Colonel” can give you the full story con- 


cerning participations. Call him now! 


ROANOKE, VA. 


Owned and operated by 
the Times-World Corp 


RADIO & TELEVISION 


COMING! 


greatly expanded 
TV COVERAGE 
from a new 
1000 FT. 
TOWER! 


Scheduled in time for 


peak winter viewing. 


THE STATION 
OF MARKETING SUCCESS 


REPRESENTED BY AVERY-KNODEL, INC. 


of tea, coffee and other dry grocery 
products sold on their regular two- 
week rounds. However, this had 
drawbacks in that it was sometimes 
dificult to hold customer confidence. 
‘The answer proved to be the “ad- 
vance premium’’—merchandise given 
before the purchases on condition that 
the customer would continue to buy 
and “trade out” the premium. 

‘This method resulted in an expan- 
sion of this business from two or 
three companies to an industry of 
103 firms serving millions of families 
throughout the United States and 
Canada, 

In addition to housewares and ap- 
pliances which are used as advance 
premiums, tea and coffee operators 
tie in less expensive “specials” with 
purchases of specific products. 


Sales Incentives. One of the fastest 
growing types of premium merchan- 
dising is the sales incentive, account 
able for 
passed the $187 million mark during 
the past couple of years. 

Anyone who employs salesmen can 
benefit from this type of promotion. 
Several patterns have emerged in the 
past few years, and have contributed 
much to the growth of sales incen- 
tives. ‘Ihe tendency is more and more 
to provide a broad-based program in 
which every participant has a chance 
to earn awards, in terms of his own 


business estimated to have 


sales potential. 

This has also meant a constantly 
expanding prize list, as indicated by 
the elaborate catalogs in use today. 
(Some users employ the catalogs and 
services of professional organizations 
dealing in sales-contest materials. ) 
With a general increase in the im- 
incentives, top 
awards have grown substantially in 
worth. ‘Travel prizes, for example, 
have strong appeal to both salesmen 
and their wives, 


portance of sales 


Dealer Premiums. Incentives to re- 
tailers who have risen quite steadily 
in popularity in years, and 


many dealer-premium users rely on 


recent 


a continuous catalog program similar 
to a consumer coupon plan. 

Others use which take 
the form of an offer of a premium 
free—or at a nominal cost such as 


‘specials’ 


$1—-with a purchase of so many cases 
of the user’s products. 

A good special offer of this type can 
bring a sales increase of 10 to 25%. 
Some of the sales increase is advance 
buying against future needs, never- 
theless there is invariably a net gain 
in sales volume. 

Premiums in this category 
moved 


have 
fairly well away from the 


store-use merchandise, that was once 
standard, to personal or household 
items. 


Traffic-Builders. In relatively low-traf- 
fic retail businesses the difference be- 
tween success and failure can be meas- 
ured in terms of how many prospects 
can be brought into the store. 

This problem is less acute for food 
and drug stores, for example, which 
are likely to be regular ports of call 
for the consumer. But appliance and 
furniture dealers, hardware stores, 
jewelry stores and others must con- 
stantly face the problem of getting 
people into their stores. 

One of the most direct and efficient 
means of doing this is the traffic- 
building premium offer, a direct ap- 
peal to the consumer on the basis of 
come-in-and-get-it. Manufacturers 
selling through retailers of this type 
often lean heavily on such promotions 
in their efforts to build business at 
the retail level. 

Usually the manufacturer, distribu- 
tor or wholesaler, and the retailer 
equally share the cost of such pre- 
miums, thus making the individual 
investment rather small. ‘Traffic- 
builders vary widely in cost, but prob- 
ably more fall in the $1 range today 
than any other. They are usually 
given free to customers who witness a 
demonstration of the manufacturer’s 
product. 


Circulation-Builders. “hey are incen- 
tives distributed by publishers to pro 
mote circulation. While circulation 
premiums were employed initially as 
incentives to readers, emphasis has 
shifted to premiums as incentives for 
carriers or subscription agents. Prin- 
cipal reason for this has been the regu 
lation of the Audit Bureau of Circu- 
lations which implies that premium- 
induced circulation is “inferior.” 
Hence, while premiums to readers are 
still used, particularly in the farm pa- 
per field, carrier incentives represent 
the greatest share of the estimated $50 
million a year spent for premiums in 
the publishing business. 


Direct Premium. ‘The simplest and 
oldest form of premium merchandis- 
ing is the “direct premium,” one given 
to a consumer on condition of pur- 
chase and delivered at the time of 
that purchase. It is the basic expres- 
sion of the “something extra” idea 
which is the essence of premium use. 

Promotions of this type are simple 
and immediate—for the consumer. 
For the user, however, they present 
some problems, principally of dealer 
cooperation. If the program is de- 
signed to increase the retailer’s sales 
and profits, and properly presented, 
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the point-of-purchase benefits of the 
direct premium can be substantial. 

Uses of direct premiums are limit 
less for they can be given with any 
product sold, if the peculiarities of a 
marketing situation are weighed and 
the promotion set up to conform with 
them. 

Large users are firms in the gro 
cery field, appliance manufacturers 
and direct sellers. In the grocery field 
three variations of direct premiums 
reusable containers, package enclo 
sures and banded premiums—have 
been widely used in recent years, and 
obviate difficulties of in-store han 
dling which have beset users of other 
direct premiums in super markets. 


Coupon Plan. It is impractical for 
many but is ised successfully by 
others. Continuity in premium pro 
motions, when it can be obtained, is 
one of the user’s most valuable assets. 
Among the surest means of achieving 
continuity is a coupon plan offering 
a variety of premiums in return for 
numbers of coupons issued with pur 
chases of the user’s product. 

A coupon program Is nee essarily a 
long-range promotion and it tends to 
force brand loyalty. A coupon-redemp 
tion plan builds momentum slowly 
It generally requires tour to five years 
to reach a leveling point in redemp 
tions. Hence it is not to be unde 
taken lightly or without a determina 
tion to continue. But as it works, it 
exerts a powerful influence on the 
consumer to buy and continue to buy 

A straight coupon plan usually can 
succeed only with a rapid-turnover 
product or group of products, other 
wise a consumer saving coupons for 
a watch might be too old to tell time 
when she finally gets it. It takes time 
to accumulate the coupons each of 
which has a small alue. But a modi 
fied program—offering premiums for 
fewer coupons plus self liquidating 
amounts of cash—can be applied to 
virtually any consumet produc t. This 
combines the best features of the cou 
pon plan with some advantages of 
the “self-liquidating’” premium. 
Enclosures. | like them. As the 
term implies, the premium is packed 
at the factory inside the product con 
tainer. No store handling is entailed 

Such a program naturally imposes 
definite limitations on the user. The 
premium must be (1) small in size 
(2) light in weight, (3) very low in 
cost +) packaged first in a cello 
phane envelope or other wrapping to 
prevent contamination if the user’s 
product is food. It is also apparent 
that it must lend itself to easy han 
dling at the factory, so that it can be 
inserted in each package with a mini 
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MOVING TIPS FOR SALES MANAGERS: 


May flower’s Pioneer Experience Solves 


Problems of Plant Removals 


Fortunately this kind of an assignment doesn’t come your way very 
often. But when it does, “know-how” on how to arrange the moving of 
so many families to the new plant site can be a lifesaver. Mayflower has 
that “know-how” for you. It has been acquired through extensive 
actual experience in handling many complete removals of personnel for 
industry and government, including the largest industrial move on 
record! Whether you have many families to move or just a few, May 
flower planning, facilities, and expert personnel can save your com- 
pany time and money. Yes, and they'll make each individual move 


easy and safe for your people, too. 


AERO MAYFLOWER TRANSIT COMPANY, INC. - INDIANAPOLIS 


a Maytlowerg 


, , 7 
Omtticad tnide tony Allanl WOUMNG SLUM 


Y ‘ y, 


| 


: P 
Economy-size ads (this small) 
get king-size results in N.E.D. 


Whatever or wherever you want to sell to industrial markets, N.E.D 
readers are key buying influences you have to reach They are pro 
duction, Operating, engineering, maintenance and purchasing 
authorities who initiate and place orders in over 43,800 best plants 
in 40 major industrial classifications. They read N.E.D. intensely with 
current needs in mind of capital goods auxiliaries, Components, ma 
terials and supplies. They act! 98% of our more than 80,000 recipients 
and thousands more pass along readers inquire about products and 
services N.E.D. brings to their attention. They buy! A high percentage 


of N.E.D.-produced inquiries are paying off in orders. 


Be sure you see our latest Data File, ‘How to Get Industrial Buying 
ACTION for 4c per Contact.’ You'll get a new insight into why low 
cost advertising in N.E.D. is the best investment you can make to 


til ulate sales 


A | PENTON | Publication, Penton Bidg., Cleveland 13, Ohio 


New 
] -QUIPMENT 
/))IGEST 


NOW OVER 80,000 COPIES (Total Distribution) IN OVER 43,800 INDUSTRIAL PLANTS 
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mum normal 
produ tion operation. 


Biggest 


breakfast cereal companies, which use 
large quantities of small, inexpensive 


items; soap manufacturers, who pack 
dish cloths handkerchiets 
items with 


towels, 
! 
dinnerware and_ similar 


their products. 


Banded Premiums. ‘Ihis is anothe: 
point-of-purchase premium which fits 
today’s grocery marketing. If neither 
1 container nor enclosure is practical, 
it a separate direct premium or a 
mail-in is not desirable, the answer 
may be found in wedding the pre 
mium to the product by means of a 


paper band, tape, sleeve or special 


paper tray. Banded premium promo 
tions are successful when the unit is 
presented in a compact package that 
is easy for dealers and consumers to 
handle. A good banded premium will 
produce impulse sales. Don’t forget to 
give the retailer extra prohit. Since the 
banded premiums require extra shelf 
space, which often is difficult to ob 
tain retailers are not too gleeful 
- about them 
lhe principle problem which can 
In a program of this type is 
separation of the premium from the 
either through damage in 


handling or thro 


pac kage 


gh pilferage 


Container Premium. Many believe 
there s a tremendous economic waste 
in the cost of packaging products 
which often exceeds their intrinsic 
value. ‘To reduce this “loss” and to 
reate a highly ippealing promotion 
reusable containers, regularly or o« 
casionally, are ed as premiums. Of 


at little or no addi 


¢ 


ten it is possible 
tional cost to the anutacturer or the 
provide 


consumer useful pack 


ive with to the con 
sumer I premiums can range 
trom plain tumbler ise tor jam 


or jellies through tancier decorated 


glasses and plastic refrigerator dishes 

Among the most trequent users are 
dairy con panies which pack cottage 
cheese i glass or aluminum tumblers 


Packers 


ot cheese ‘)) aad» use a permanent 


during peck promotions, 


progran rated tumblers. Soap 


mMmanutacture it their products n 


tood torage bags 


plastic 
This t' pe ot 


promotion has strong 


ages in point-ot purchase ap 


peal, ease of handling, continuity po 


sibilities as well as economy. 


chance I 


Contests. ‘Ihe 


Winning a la ye pt perhaps one 


chance 100,000 more—lures 


millions OT Amer in women ever! 


year in at ition in contests 


sponsored manu ‘rs of gro 
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buyers in this field are 


cery products and other consume 
goods. 

As a merchandising device, the con 
test can have more excitement and 
glamor than the self-liquidating pre 
mium but it 1s also mud h more cost 
ly. No one has evel 


measured the importance ot the 


satisfactorily 
appointment” factor, but many 
vertisers are somewhat cautious about 
overdoing it. One by product of this 
caution is the addition of perhaps as 
many as 10,000 small prizes to spread 
the winnings around, 
Tape-redemption Plans. [he retail 
grocer's answer to the trading-stamp 
programs is a self-liquidating variety 
of premium merchandising which re 
deems cash register tapes for prem 
ums on a part-cash basis which covers 
the merchandise cost and often liqui 
dates the full operating cost of the 
plan. 

Many of today’s programs are quite 
elaborate, using large catalogs ot 
items and featuring store displays 

A variation of this program which 
has achieved prominence — recently 
(though a few chains have used it 
for years) is a coupon plan in which 
the consumer is entitled to buy a 
cent or 10-cent coupon tor each 50 
cents or $1 of her grocery purchase 
[hese coupons are redeemed tor pre 
miums—the cash to liquidate the 
having been paid by the custome: 
mall and painless quantities a 


bought her groceries 


Trade Cards. The retailer 
of a self liquidating premium 
for many years, has been the 
ard “purchase privilege plan 

In a promotion of this kind 
customer 1s given a small card whi 
has spaces Tor punching amount 
When $5 or $10 or more 


has been punched on a card, the 


pure hases 


tomer is entitled to bu a desirable 
premium at about half the retail price 
or perhaps a little more 

[he amount of cash required, usu 
ally liquidates the cost of merchan 
dise and frequently provides a fairl 
substantial profit for the retailer 

\ large percentage 
programs ofter items hic 

iti Uuit sets of dinnerware 
num ware, cutlery, and so on 
the retailer can keep someon 
ng in his store long enough to estal 
lish a 
regular customer 


A 


) 


hopping habit ind pecorne 


ifhculty arise 


several handling oT Cas 


the handling of the premiu 
1) i¢ to 


preference for trading 


q iived in the store 


ards now are much less popular than 
The End 


IN LOS ANGELES 
THEY SAY 
“TIMES, FIRST OF ALL" 


-K Financial 
Advertisers 
place 51.9% 
of ALL their 
Los Angeles 
metropolitan 
newspaper 
advertising 
in The Times 
(In the first 6 months of ‘57 


95 of Media Records 


114 classifications.) 


Financial advertisers rate The 
Times triple-A in their portfolio of 
advertising investments. In it they 
place more linage than in all other 
Los Angeles metropolitan newspap- 
ers combined. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


V Advertisers in New York News, 1956 
¥ ¥ Spent more money in The News than in any other New York City newspaper. 
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Total U.S. Spent in News%, Total U.S. Spentin WNews% 
Expenditure NY.News in WY. Expenditure W.Y.News§ in WY. 


/ 1General Motors Corp. $53,778,652 $788,338 16.8 vv 33 Pepsi-Cola Co. 32,699,739 $122,953 30.2 
// 2 Ford Motor Co. 25,366,292 422,917 24.3 vv 34 Quaker Oats Co. 2,681,805 152,028 55.7 
vv 3Chrysler Corp. 17,946,196 350,595 23.3 ¢v35Monsanto Chemical Co. 2,519,640 114,576 46.7 
// 4 Colgate-Palmolive Co. 12,335,541 550,763 47.3 4/36 Sterling Drug, Inc. 2,518,287 166,641 59.0 


// 5 Distillers Corp.— pe 
/ / 37 Socony-Mobil Oil Co.,Inc. 2,501,197 67,676 21.6 
Seagram’s Ltd, 216 598,862 33.2 ! 01, ! 
agar s ts BLFOLLIS WOO UE 438 Doubleday &Co., Inc. 2.452387 75,110 17.1 
44 Lever Bros. Co. 10,576,501 423,071 57.6  v 39Radio Corp. of America 2,441,853 152,033 25.3 
4¢ 1General Electric Co. 10,292.387 401,986 45.6 vv 40Continental Baking Co. 2,436,771 74,027 54.2 


/é/ 8 National Distillers 
Products Corp. 8,628,760 196,069 34.3.” AI Sun Oil Co. 244,121 38,940 24.7 
vv 42 Gulf Oil Corp. 2,218,484 74,413 29.4 
// 9Schenley Industries, Inc. 7,365,790 146,494 36.9 : 
Jv 10 Procter & Gamble Co 7.141.885 243.746 56.8 V/ 43 Goodyear Tire & Rubber Co. 2,206,072 105,320 76.5 
t= . ali ; ¥ 44 Standard OilCo.(Indiana) 2,203,736 9,342 35.0 
/v 11 National Dairy vv 45 Prudential Insurance Co. 2,203,603 118,574 56.3 


Products Corp. 7,107,153 434,393 46.1 yy 4g Trans World Airlines, Inc. 2,182,757 176,822 23.3 
¥ / 12 General Foods Corp. | 6,701,455 269,629 53.0 Jv 41 Coca-Cola Co. 2.116391 49,725 23.2 
// 13 R.J.Reynolds Tobacco Co. 6,517,895 183,255 31.3 Jv 48 Liebmann Breweries, Inc. 2,085,240 353.456 24.9 
// 14 American Tobacco Co. pipe 279,191 32.7 Jv 49 Bristol-Myers Co. 2,032,580 99,604 46.4 
Jv 15 Philip Morris & Co., Inc. 5,975,055 198,313 27.0 ¥ 50 Curtis Publishing Co. 2,025,928 42644 6.6 


/ 16 Studebaker-PackardCorp. 4,495,716 30,516 10.4 yy 51 Clorox Chemical Co. 2,008,429 50,303 25.2 
// 17 National Biscuit Co. 4,281,819 246,500 71.5 wy 52 Publicker Industries Inc. 2,005,438 172,059 42.5 
¥ 18 Shell Oil Co 4,215,509 43,888 12.4 ¥ 53 United Airlines Inc. 1,939,951 71,579 20.2 
// 19 Armour & Co 3,998,486 138,000 58.9 54 Carnation Co. 1,902,320 _ _ 
/ ¢ 20 Campbell Soup Co. 3,854,537 372,710 76.6 55 Wm. Wrigley Jr. Co. 1878405 — ~ 


// 21 Eastern Airlines, Inc. 3.604.034 279,242 21.0 “#56 Libby, McNeill & Libby 1,835,290 48,256 53.9 
Jv 22 Standard OilCo.(N.J.) 3,442,246 123,234 295 vv 97 AmericanHomeProd.Corp. 1,811,087 87,340 50.4 
/ / 23 General Mills, Inc 3,432,583 144,259 58.8 ¥ SB Liggett&MyersTobaccoCo. 1,755,772 99,025 35.9 
Vv 24 Nestle Co., Inc., The 3,319,632 234,896 53.3 v4 59 G.F.Heublein & Bros.,Inc. 1,746,033 85,182 27.3 
Vv 25 Swift & Co. 3,223,682 74,594 78.4 “¥ 60 Sinclair Refining Co. 1,733,642 52,161 21.5 


/ 26 Westinghouse Elec. Corp. 3,137,028 56,304 27.5 “¥ 6! Stanley Warner Corp... 1,731,153 47,081 50.4 
427 American Airlines, Inc. . 3,044,602 139,172 20.5  “¥ 62 Hunt Foods, Inc. 1,705,759 116,627 44.2 
4 ¥ 28 Pillsbury Mills, Inc. 2,969,334 139,715 60.0 “Y 7 nit 1,635,515 47,249 54.1 
14 29 Standard Brands, Inc... 2,963,542 117,324 247 YY Si PINT tr 1.628.882 28327 60.7 
/ ¥ 30 American Motors Corp... 2,895,365 51,052 26.4 Vv 65 P. Lorillard Co. 1,607,420 60,832 20.0 
/ J 31 Gillette Co. 2,809,071 163,919 62.6 ¥ 66 Du PontdeNemours&Co. 1,589,630 69,316 20.0 
Jv 32 Hiram Walker vv 67 Greyhound Corp. 1,588,763 37,107 25.8 
Gooderham &WortsLtd. 2,758,014 116,610 32.5 wv 68 Standard Oil Co. (Calif.). 1,543,433 5,024 65.4 
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Total U.S. Spentin News% Total U.S. Spent in News% 
Expenditure N.Y.News in NY. Expenditure W.Y.News in WY. 


69 Glenmore Distilling Co. $1,518079 — -- ¥ 86 Reader's Digest Assn.,Inc. $1,269,422 $ 32,161 19.8 
V 70 Renfield Importers, Ltd. 1,495,075 46,609 17.2 vv 87 Corn ProductsRefiningCo. 1,264,122 45,450 64.3 


¥/ 71 Helene Curtis Industries 1,485,355 99,557 63.9 “4 88H. J. Heinz Co. 1,264,076 161,379 63.7 
72 Phillips Petroleum Co. 1,446,058 ' a ¥ J 89 Eversharp Inc. 1,253,321 38,250 36.0 

/¥ 73 FirestoneTire&RubberCo. 1,401,266 9,570 32.3 “¥ 90 Carter Products, Inc. 1,244,671 52,413 36.3 
v / 74 Pabst Brewing Co. 1,392,270 129,058 45.9 ¥ 91 Helena Rubinstein, Inc. 1,241,852 319 21.3 
¥v 75 National Airlines, Inc. 1,384,476 143,795 24.3 —-¥ 92 Eastman Kodak Co. 1,230,743 31,926 10.4 
vv 76 Borden Co. 1.380.333 124.631 35.5 // 93 8B. T. Babbitt, Inc. 1,219,638 100,468 60.5 
W471 Chesebrough-Pond’s, Inc. 1,362,158 93,436 65.6 “¥ 94GroveLaboratories,Inc. 1,213,458 54,814 40.8 
vv 78 CanadaDryGingerAle,Inc. 1,346,181 86,441 28.3 ¥¥ 99 Texas Co. 1,210,317 36,462 35.4 
¥ 79 Time, Inc. 1,344,516 10,852 2.3 v 96 Delta Air Lines, Inc. 1,208,840 57,146 26.1 


¥ 80 American Iron ¥ 97 Institute of Lifelnsurance 1,173,383 15,312 20.4 
& Steel Institute 1,342,300 30,155 18.1 98 Continental Oil Co. 117295 * = 

Vv 81 Best Foods, Inc. 1,341,486 102,872 55.5 4 ¥ 99 Sunbeam Corp. 1,141,303 34,481 85.3 

¥ 82 Pan American v/v 100 Sunshine Biscuit, Inc. 1,135,499 49,429 65.2 


World Airways 1,334,910 62,522 10.9 
vv 83 Beacon Co. 1,299,611 130,471 34.5 
vv 84 New York Central System 1,284,260 101,961 23.3 Total 371,153,747 13,002,265 31.9 
vv 85 Alistate Insurance Co. 1,271,224 69,816 74.7 — +WNotin New York Newspapers 
Bio RT PRP RELI ea Par. Ul rg oh rg 
THE [a4 NEWS, New York’s Picture Newspaper 


with twice the circulation, daily and Sunday, of any newspaper in America 
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ALABAMA'S 


Star Market 


OF THE THRIVING 


Tennessee Valley 
NEW 


48-page 
Goss press 
now in 
use 


The Metropolis of 
Muscle Shoals 


METROPOLITAN 
MARKET 


Check this rapidly growing market in 
our Survey of Buying Power! 


The | Florence Times 
Che Tri-Cities Daily 


Mail address: Florence, Alabama 
Kepresented by Wallace Witmer Co 


HELP 
PREVENT 
CRIPPLING! 


Sister Elizabeth 
KENNY 
Foundation 


He 7 


Credit Cards: Some Coming, 
One Going, Several Booming 


Business people are the big users. With a deck of credit 
cards, more and more goes on the cuff: not only travel and 


meals, but such widely diverse products and services as 


gifts, groceries, dance lessons, books, sightseeing tours. 


If you're carrying less of a “wad” 
these days—but spending more as you 
go—credit cards very likely have be 
come a built-in part of your way ot 
business life. 

‘The upswing in credit card popu 
larity can be attributed in large meas 
ure to several plans developed to offer 
multi purpose usage with special ap 
peal to the business community. 

Diners’ Club booms along issuing 
18,000 new credit cards a month. But 
not all credit card ventures are suc 
cessful. Currently Gourmet is fold 
ing its three-year-old Gjuest Club. 

(juest Club started with a policy 
of no-dues, but late last year insti 
tuted a $5 enrollment fee. It was not 
a self-reliant entity but a promotional 
sideline supported with only part 
time attention of the magazine's staff 
members. Co-backer was The Frank 
lin National Bank. 

Unforeseen collection troubles de 
veloped to the point where the maga 
zine found itself embarrassed by in 
cidents resulting in loss of subscriber 
good will. ‘The bank’s impersonal 
card files, it seems, made no distin 
tions between insensitive and careless 
payment skippers and easily offended 
gourmets with a penchant for long 
absences from home base where the 
bills come in. 

Quite a different picture is pre 
sented by the oldest and largest credit 
card plan, the Diners’ Club. Although 
its president is Alfred Bloomingdale 
ot department store fame, the organi 
zation lumps department stores with 
taxis and most theaters as small 
ticket operations, undeserving of its 
attention. Now 7! years old, the 
club has passed the 460,000 member 
ship mark and “could go to five or ten 
million,” Ralph FE. 
Schneider, founder and chairman. Its 
staff of 500 sorts billings from 11,000 
charge facilities in 78 countries and 


according to 


issues one monthly statement to each 
active card holder. 

Diners’ Club billings for the year 
ending March 31, 1958, will be 


$100-to-$110 million compared to 
last year’s $64 million. Net income, 
which hit $782,000 last fiscal year 
is derived mainly from the cardhold 
ers’ $5 annual fee and the 7% to 
10% commission the club charges 
establishments that bill through it. 
Since tips, taxes and miscellaneous 
charges are paid without this deduc 
tion, the club’s percentage 1s said to 
emerge at about 5.9% that must in 
turn cover costs and an allocation for 
credit losses of 14%. 


Diners’ 


use their cards to charge hotel bills 


Club members may now 


and all overseas travel facilities, rent 
Hertz cars, buy fruit, flowers, liquor 
or gourmet specialtie at cooperating 
shops. lhe club’s annual mail ordet 
catalogue now offers mumerous va 
rieties of some 200 gift lines and card 
holders can say “Filles 


it’ in some 5,000 gasoline stations. 


up and ( harge 


Advertising agency executives a 
count for 15% of Diners’ Club vol 
ume, TV executives 7%, 


tions men 347. Although public re 


public rela 


lations card holders are fewer in num 
ndividually 


tended to run up bigger bills than 


ber than the admen they 


category last vear 
ranked 
according to their individual avish 
Hess aAfTe: Be 


manutacturers 


any other membet 
Categories of business users 
executives admen 
representatives,  filn 
industry executives, wholesalers’ rep 
salesmen, 


booking 


avert aye 


media 
theatrical 
agents, stock brokers lhe 


card LIS€T 


resentatives space 


literary agents 
's monthly charge was $20 

‘To one of the Diners’ Club’s com 
petitors the 70% or more commission 
the club skims off hotel 
“a kickback. 


Individually, the proprietors of some 


restaurant 


and other bills is simply 


establishments seek to avoid this dis 
count by inviting the card holder to 
open a charge account or, by “book 
keeper's erro! billing him direct 
club's one 


Colle 


instead of through the 
monthly account rendering. 


4 41) member 
Hote | 


tively some 


American Association 
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“the kickback” through the Universal 


5 2 
a ravel ard plan i} ni 
Founded in 1954, Universal i 


owned by a non-profit arm of the 

association, American Hotel Founda 

tion. Physical operation 1s conducted ] 

by Walz Credit Services, Inc.. under 20 e $0 ve ‘0 els 

the supervision of Seymour Weiss Ses S 

who combines the presiden ies of 

American Hotel Credit Corp. and : ee ? L . I 

New Ovlusas’ Reserciht Sool Another “sale” from F'acrory’s fues 
Universal’s 110,000 members carry 

plastic charge plates entitling them to 

cash checks and charge anything that 

can be put on a hotel bill ip to a S500 

limit. | xpansion into the restaurant 

field was recently accomplished 

through America Restaurant (sso 

ciation acceptance ot the plan which 

many ts 2,000 members are begin 

ning to embrace. 
Hertz, Avis and National cars may 

be rented through the Universal plan 

and the charges included in Ameri 

can Hotel Credit Corporation’s one 

monthly billing Although the auto 

rental firms maintain their own ¢ harge 


systems, they do not pass on the bill 


ings of outside firms to their mem 


bers, and their cards have no more 


standing with other operations than 
would any other credit reference 
Some 60 oil 


ompanies maintain simi 
lar private credit card plans : do 


airlines and telephone compan 


Soup to Nuts 


Perhaps the greatest variety of 
charge facilities although not the 
most numerous s attorded by the 
squire Club, whose almost 100,000 
card holders make it third largest in 
membership. Included under its 
monthly umbrella charge can be such 
trade names as (Cyristede Bros Ar 
—yad , re A . see oe Sometime when one of your salesmen gets in an order from a manufactur 
candy, Brentano’s and Marboro books ing plant ... Ask him to “run-the-film-backwards Right on back past 
ond Wallachs clething: os well as the each of the many men in the “buying act” to where the need was born 
charges of hundreds of privately oper where the problem first raised its head . 

ated spec ialty shoy : 


Yes, just as we have done here in another actual case from FACTORY’s files 
I’sq ire recent] issued in 


ird listing 


Major 


il What sharper evidence that no man, no 
oca 


lities. enabling members t title, is your sales salvation? 
' . nav 4 ‘mbers To 


160-page International Or that there is no stereotyped buying 

e. Financial aspects of the pattern? 
a-year | squire plan are handled 
the Franklin N itional Bank which 


is also com 


What more eloquent invitation for you 
to make as many calls as you can, as often 
lucting a pilot operation 
on a plan called The Prestige Club nti 
In " porate bershiy © fluences as you can... call on the entire 

C. rporate membership on 


as you can, on as many possible buying in- 


' 


covering all designated employes with PLANT OPERATING GROUP 


one monthly billing, distinguish it The management men and engineers 


At the other extreme from Pres 


with operating responsibilities for pro- 
duction, plant engineering and mainte- 
nonce, and direction of people 


business orientation is the $1 
credit card of Traveler Credit Ser 


ice, aval ible thro oh met it rs the : ; 
\ weg es Ty 1 \a me _in Factory, the only businesspaper 
merican Society of ravel Agents 


Applicable only on European trips, it published exclusively for this group, and 
can cover all expenses TheEnd | the one serving it better than any other. 
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PII’'s Odd “Merger-Mix” 


Pacific Industries is no giant in size as businesses go in 


the U.S. but the theory of management being developed 


there is worth a close look by any executive in a merger 


situation, either on the buying or the selling end. 


By ELSA GIDLOW 


“On January 1, 1958, we expect 
to report a profit of between $1,800 
000 and $2,000,000”, predicts D. D. 
Smith, president of Pacific Industries, 
Inc. ‘The company had a $900,000 
loss in 1956 
attention to 
PI's: somewhat offbeat approach to 


The figures draw 
merger as a device for developing a 
corporate growth pattern. 

Pacific Industries is a kind of busi 
ness pheonix, risen from the ashes of 
an exclusively gold mining enterprise 


ment and manufacturing and leather 
tanning, mining for uranium ore and 
other modern minerals, and motion 
picture and television film processing. 

As PII has acquired the various 
units, it has not swallowed them but 
has encouraged each to retain its own 
striking individuality and its own 
management people. But each unit 
has benefited from more adequate 
financing, standardization of some 
common functions (accounting, for 
example), quantity purchases, and a 


(Central Eureka Mining Co.) To 


day it operates seven companies as dif 


lively trading of management ideas 
and sales leads. 

Predicted sales volume for PII for 
the current year for the seven com- 


ferent from one another as ship re 
pair and rice drying, heating equip 


What's a “Good Buy” in a Company? 


When Pacific Industries is shopping for an addition to its corporate 
family, it measures the prospect-company against six criteria to obtain 
the basis for a decision to buy, or not to buy. Here they are: 

1. Does the company history show a healthy trend in earnings? 
In every instance, the companies already acquired have had 
excellent and steady records of successful operation over the 
years. 

. Dynamic management is high in importance. The ages of men in 
top management positions are taken into account. If they are 
elderly, how deep does the management go? If the firm was built 
by a man now 70 or 80 and he has developed no management to 
succeed himself, Plil’s board (unlikely to be familiar with the 
problems of the particular business) would not be interested. 

3. What's the position of the company in its field of endeavor? It 
must be substantial and with the potential for further growth 
and improvement, given the advantages of more capital and 
management know-how. 

. ls the geography logical? A company as remote from the San 
Francisco headquarters as to present supervisory or other prob- 
lems would not be desirable. So far, the Pacific Coast is the 
limit of projected operations. 

. What is the situation with respect to accessibility of raw mate- 
rials supplies? 

. Can Pil acquire the present management personnel along with 
the company? 


panies is $17 million. (Not all of 
this will “belong” to PII, however, 
because not all of the companies were 
in the corporate fold for the full 12- 
month period ended Aug. 31.) 

Pacific Industries is in no sense a 
holding company. President Smith 
explains: ‘““We don’t buy to hold. We 
buy to operate and to expand each 
company in proportion to its poten- 
tial. Our aim is to create an organi- 
zation to support a permanent growth 
pattern.” 

PII owns 100% of the stock of 
the purchased concerns. There are no 
conflicting interests between the cor- 
poration and the companies compris- 
ing it. Stockholders in the individual 
companies, on purchase, became stock- 
holders in PII through a stock ex- 
change deal. 

Although all seven are loosely 
known as “divisions,” only four have 
gone through a merger: Pacific Ship 
Repair, Inc.; San Carlos Manufac- 
turing Co.;* Heating Equipment 
Manufacturing Co. ;* and A. K. Salz 
Co. Three are still in the category 
of wholly-owned subsidiaries: Flan- 
ders Mining Co., Tri-Counties Rice; 
and General Film. Because of tax 
and other advantages which accrue 
from complete merger, this is the ob- 
jective except in the case of Tri- 
Counties which, being a public ware- 
house, operates under Public Utilities 
Commission regulation. (Should T-C 
be wholly merged with PII, the en- 
tire corporation would be subject to 
PUC control.) In the case of Flan- 
ders Mining and General Film, mer- 
ger will not become practicable until 
contractual obligations undertaken 
prior to PIT purchase have been ful- 
filled. 

Top management is in the hands of 
a board of directors comprised of 11 
members. Its chairman is Carleton 
Hunt, president of General Film. 
The board is responsible for general 
policy matters. But to solve prob- 
lems posed by the diversity of in- 
dustries represented, complete auto- 
nomy is accorded to the divisions at 
the operational level. 

Autonomy extends through produc- 
tion, distribution, selling, promotion, 
customer relations and into future 
planning, with managements free to 
make normal changes in these areas 
consonant with business growth, 
much as they did prior to joining PII. 
Matters involving major poljcy de- 
partures are subject to consultation 
with the corporate management, but 
there is nothing to prevent their origi- 


*A few days before this issue went to 
press, PII announced these two divisions 
are now combined under the name Cus- 
tom-Aire Products Division. 
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Colorful Cummins Plastic invites readership, commands 
attention, helps sell sales material, reports and presenta- 
tions. Pages turn easily, lie flat, are easier to read and 
have that professionally-bound appearance. Designed 
for operation by anyone without specialtraining, Cummins 
precision plastic binding and punching equipment is 
easy to set and perfectly safe, always ready for binding 
when you need it. Plastic Binding Material by Cummins 
is available in ten smart colors and in popular ring cen- 
ters and diameters. Make sure your booklets ... one, ten 
or athousand ...are ready when you need them. They're 
bound to be accepted because they're bound to sell 
with Cummins! 


Cummins is the nation’s leader in paper punching 
equipment, and has been for more than 70 years. 
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with Cummins 
"do-it-yourself" 
plastic binding! 


Send for informative 
new booklet describ- 
ing Cummins Plastic 
Material, Plastic 
Binding and Plastic 
Binding Equipment. 


+*Bound 


SEMI-AUTOMATIC SPEED BINDER 


Fast, effortiess binding made pos- 
sible with exclusive automatic re- 
lease, convenient plastic material 
feed tray, quick dial setting. 


DESK-A-LECTRIC PUNCH 

Hand punching bottlenecks elimi- 
nated, entire plastic binding process 
quickened with a fraction of the effort 
Automatic performance guaranteed 


IN BUSINESS AND BANKS @) SINCE 1887 
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Cummins-Chicago Corporation 
4740 N. Ravenswood Ave. Chicago 40, Ill. 


| 


1 Reni Yor 
ap | os 


Stanley Kramer, Producer-Director, and star Cary Grant tell why: 


“This shot will be heard around the world!’’ 


—_—_—_————e 
ission’ in Vista Vision and 
was an enormous job 


with the 


lo shoot “The Pride and the P 


Fechnicolor on location in Spain 


Wi lugge d this 40-foot cannon over 
Frank Sinatra, Sophia Loren, and thousands of extras 
schedule to mecct 


mountains 


hell 


work and t tough hooting 


It Was COL oh 
se date for the film! 


United Artists’ relea 
Without Air Express, we couldn't make 
We count on Air Express to pick up the cans of film in 
New York. rush them to Hollywood for processing and cut 


w ( 


ting, fly them back for top executive screening 
Then Air Express beats the release date by delivering 


of prints throughout the U. S. They speed up 


hundreds 
and even k« P 


ground time with radio-controlled trucks 
an eye on’ all the shipme nts with the if private te letype system 


Surprising to me, with all this service, most of our ship 


ments cost less than any other complete air service. 20 lbs., for 


instance, Hollywood, California, to Sale Lake City, Utah, is 


$5.56 tt s the lowest-priced complete service by $1.94 


—— Air Express —__~— 


30 YEARS OF GETTING THERE FIRST via | .: 
division of RAILWAY EXPRESS AGENCY 


CALL AIF EXPRESS 


S. Scheduled 
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nating at division management level. 
Where autonomy ends is in the realms 
of financing, banking, insurance and 
(on major items) purchasing. 

For exan ple, automotive fleets are 
bought through the corporate office. 
So are important materials that go 
into the manufacture of the different 
products, into services or major main 
tenance. Examples are steel and paint, 
both used in very large quantities. 

(j;reat savings have been effected 
through the collective buying of in- 
surance. An employe welfare plan, 
to include medical care, hospitaliza 
tion, retirement benefits and other 
items, will be handled collectively on 
behalf of all divisions. 

‘The corporate office early assumed 
responsibility for increasing the eff- 
ciency of some of the internal divi 


‘ 


Pacific Industries, Inc., has a 
historic background as colorful 
as California’s own. It dates 
back to the birth year of the 
state, having been formed in 
1849, under the name of Central 
Eureka Mining Co., to mine gold 
in the Sutter Creek area, Calli- 
fornia’s famous “mother lode.” 


It had many ups and downs 
and was reincorporated in 1894. 
In the ensuing years a tendency 
to assess stockholders to keep 
the company going began to irk 
the unwilling angels. During 
World War II, along with other 
gold mines, Central Eureka was 
shut down to relieve the short- 
age of men and materials. In 
1945 it was reopened, the ex- 
pense of getting it back in oper 
ation resulting in more stock 
assessments. 


One stockhoider, D. D.* Smith, 
burned up about this, in 1949 
resolved to try te get control of 
the company in a proxy fight 
which he engineered jointly with 
another angry stockholder, Jess 
Swift. The move proved suc 
cessful. Swift went in as presi- 
dent, Smith as vice-president, 
and they operated the mine with 
fair success until costs shot so 
high that, with gold pegged at 
$35 the ounce, they were forced 
to shut down. 


They decided to diversify, 
using available capital to get 
into something more profitable 
than gold mining. There was a 
period of trial and error during 
which a meat-packing plant at 


Boise, Idaho, was acquired and 
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sion functions. There were some ex- 
tremely complicated (if not old fash- 
ioned) bookkeeping and inventory 
control systems in use. A standardized 
accounting system and simplified pa- 
per work procedures were introduced 
into all divisions. 

Each of the companies before put 
chase had had the services of certified 
public accountants for outside audit- 
ing. On a collective basis, it has been 
possible to get the work done at close 
to half the previous cost. 

Key individuals from the manage- 
ments of the acquired companies be- 
came directors of the corporation. 
Factors considered in their selection 
were: the extent of their retained 
stock holdings in the company ; their 
ability to take the time required of a 
director; potential activity in the 


SOUPUEUEUECE DEDEDE DE DECCCCEUE CECE CED UCEEEEEECESECRSE OE OE DE EE DEERE EERE 
History of Pacific Industries, Incorporated 


then a cattle-feed yard in San 
Jose, Calif. The company lost 
money on the flier into meat and 
sold out; the feed lot was sub- 
sequently closed and put up for 
sale. 


Marking the end of the false 
starts — which had taught the 
new owners a lot—the Tri-Coun- 
ties Rice Dryer Co. near Prince- 
ton, Calif., was acquired in 1955. 
That year the company had 
processed 46 million pounds of 
rice. After the expenditure of 
$120,000 for new capacity, Tri- 
Counties Rice, in 1956, dried 
more than 54 million pounds. 
Today it is California's largest 
facility for drying and storing 
rice and rice seed. 


Smith and his associates now 
began to see their way to profit- 
able operation. In September 
1956 they changed the name of 
the old mining company to Pa. 
cific Industries, Inc., as the first 
step toward identifying § the 
organization with a stepped-up 
and now thoroughly planned di 
versification-expansion program. 
By this time Smith had become 
president and G. V. Walker ex- 
ecutive vice-president, Pli ac- 
quired, by the end of 1956, seven 
privately owned companies 
which it absorbed into the firm 
as “divisions.” 

On June 12, 1957, North’s 
News Letter and Specia! Re- 
ports, after a searching study 
into the new business, felt justi- 
fied in pointing to Plii’s “sub- 
stantial, well-diversified earning 
power.” 
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IN LOS ANGELES 
THEY SAY 


TIMES, FIRST OF ALL’ 


*E Shoe 
Stores 
place 56.5% 
of ALL their 
Los Angeles 
metropolitan 
newspaper 
advertising 
in The Times 


(In the first 6 months of ‘57 
The Times led in 
95 of Media Records 


114 classifications.) 


Los Angeles shoe retailers know 
from long experience what medium 
fits them best, and no question about 
it. They put more than half of all 
their local metropolitan linage into 
The Times alone. 


LOS ANGELES 


TIMES 


by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


afiairs of the organization. ‘There is 
i firm policy of regular meetings of 
ill committees and of the board as a 
whole, 

Board meetings are not restricted 
to member only. Anyone ina respon 
ible position in the divisions has the 


obligation to attend, whether or not 
he a director. The greatest freedon 
expression is encouraged, even to 
the point of controvet . 
Vianagement men from the ¢ 
ons are expected to bring in 
problems and their suggestions, and 
they do. ‘They are listened to with 
the same re pect and attention as if 
they were directors. A remarkably 
lively interchange is the result, with 
fresh viewpoints expressed. It often 
happens that experience gained in one 
ompany can be applied to another, 
the corporate management, or 
I i 
One interesting development has 
been the exchange 


Hardly al week oes 


executive of one 


elling leads 


in which an 


* divisions does 
‘A friend of mine 


I building 12 houses . . he’s yong 


not come up with 
to need heating equipment... * or, 

o-and-so is building a boat. He's 
going to need : 


We have found,” 


Smith com 


“I'm wondering if | hired a sales force or sales ‘farce 


In Smith's opinion, ''lf there are 
never any squabbles, you don't 
have a good set of men; they're 
not thinking, just riding." 


ments, “that if one division has a 
problem and brings it in to one of 
the committees or the board, we'll 
always emerge with a solution. Some 
of the most practical help has been 
forthcoming on sales problems and 
leads. We've developed what we have 
come to refer to as a ‘management 
family’ whose members give one an- 
other full cooperation.” 

This is stimulated and promoted 


sun 


through a policy of having key men 
from the managements ot the divi- 
sions visit one another's plants, de- 
veloping a friendly relationship with 
and knowledge of one another’s prob 
lems. 

There is nothing static about PII, 
either now or in its plans for the 
future. Individual companies, bought 
because they have growth potential, 
are aided with all the resources of 
PII to develop and expand in their 
respective fields. In every instance, 
following acquisition, sales depart- 
ments have been expanded, personnel 
augmented, budgets for promotion 
increased. 

Smith points out: “It’s relatively 
easy to increase production, but this 
doesn’t get you very far unless you 
make sure you have sufficient sales 
energy to move the goods.” 

Availability of new capital is, of 
course, one big reason why it is pos- 
sible so quickly to modernize produc- 
tion methods (where needed), im 
prove office systems, and _ intensify 
sales activity. Capital requirements 
of the various PII companies are such 
that one company can let another 
use its capital for a period of time. 
Company A 
sonal—might have half a million dol- 
lars in the bank while Company C is 
in a period of high capital require- 
ments. Company A’s funds are freed 
for the use of Company C which 
otherwise would have to go to the 
bank and borrow. Since community 
funds are being drawn upon, no inter 
est is involved. 

PIT also is in a position to expand 
through the acquisition of more com 
panies. “We are always looking for 
good sound businesses of the kind we 
have,” Smith observes. There is no 
objection to duplication. If a second 
business is bought in the same field 
as one of the present divisions, “that 


whose operation is sea- 


SALES MANAGEMENT 


Six Steps to Successful Selling 


MMM MORE ADVERTISING HERE MEANS 


GB MORE SALES TIME HERE 


Business Publication Advertising saves pre- 
i y footwork... helps your salesman 
start on the pay-off steps to an order. 


Theres nothing 


S» 


Some magazines specialize in news or fiction or fashions. Better 
Homes & Gardens specializes in ideas. Ideas that wake people 
up so their dreams of richer, happier family life can come 
true. None of the other major media creates quite the 
same kind of do-something-now mood. The husbands 

and wives (and their children) who read BH&G don’t 

just talk about what they see in their favorite idea 
magazine. They do something about the ideas they 

see on every page 

‘The happy truth for advertisers is that there’s nothing 

quite so powerful as an idea if you want to make 

a sale. And Better Homes & Gardens is as full of 

ideas as a supermarket is full of food! Meredith 

of Des Moines America’s biggest publisher of 


ideas for today’s living and tomorrow’s plans 


/, ot America reads BHaG the family idea magazine 


would simply amplify the resources of 
the first.” 

PII has developed a six-point set 
of criteria for judging the desirability 
of prospective new company proper 
ties. [See box, page 96. | 

The A. K. Salz Co. furnishes a 
good illustration of what is considered 
to be an ideal purchase for inclusion 
in the PII corporate family. It was 
privately owned, a_ long-established 
family concern, well-organized, sta- 
ble, successful . . . in all its history, 
never in the red. In reputation, it is 
regarded as “the Rolls Royce of the 
tanning industry,” with production 
in the hands of outstanding crafts 
men, Its customer list was (and is) 
made up of top firms in a well-diver 
sified range of leather goods manu 
facturing wallets, women’s shoes, 
luggage, gift goods. 

In evaluating a company, PII ap 
praises the management personnel for: 
(1) experience in their particular 
field—it must be tops; (2) capacity 
to become team players after having 


been individual operators; (3) will 
ingness to share their knowledge for 
the benefit of other divisions in the 
group and of the organization as a 
whole; (4) flexibility, readiness to 
accept new ideas and methods; (5) 
vision beyond their former channel 
ized concerns and interests. 

‘The various groups have demon 
strated their capacity to benefit from 
the new way of working together and 
from top management stimulation and 
help. No personnel problems have 
arisen as a result of necessary loss of 
complete authority in some areas of 
operations. 

Outstanding as the firm was, its 
potential for growth was not being 
fully realized. An old, old company, 
with key persons well along in years, 
it had become set in its ways. On the 
other side of the executive personnel 
ledger was a remarkable young man, 
Norman (now on the PII 
board), a son-in-law of the Salz fam 


Lezin 


ily, who joined the business in 1948. 
His brilliant and progressive ideas 


“Whatever it is you’re selling, I'm only interested in the large economy size 
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were not developed until the firm was 
incorporated into PII. 

Now they have been put to work: 
Electronics has been applied to pro 
duction and quality controls, sales 
and promotion approaches revolution 
“California saddle leather” 
has acquired new meaning for dozens 


ized, and 


of manufacturers of top quality prod 
ucts, 

Because of the broad diversification 
of the industries comprising PII, and 
any likely to be added in the future, 
management ot the com 
panies must be acquired along with 


existing 


their other assets. A condition of 
purchase is the willingness of the basic 
management group to remain in the 
organization, 


Changes Are Fully Discussed 


“We have been very fortunate in 
that respect,’ Smith remarks, “Natu 
rally, we take it easy in requiring o1 
suggesting changes. Where changes 
are indicated, after due discussion, we 
let the division executives carry them 
through.’ 

Small companies often suffer from 
inability to command the most skill 
ful talent in promotion, advertising, 
and public relations. ‘The companies 
comprising PII have had their own 
effective activities in these depart 


ments, “but there is room for im 


provement, particularly as production 


and sales expand.” ‘lop management 
is now working on a project for col 
lective handling of these functions 
It probably will take the form of a 
centralized advertising department 
working closely with the advertising 
and promotion, sales and marketing 
men in the divisions. A single adver 
tising agency would serve the grou] 
instead of each division having a dif 
ferent one. 

A central marketing or sales de 
partment or a general sales manage! 
is unlikely for some time to come 
“Because of the diversity of the busi 
nesses, this would be impractical,” 
Smith believes. “In these region 
autonomy should be most fruitful 

‘There is nothing to prevent change 
n the structure of PII management 
n the future if more creative, eco 
iomical or profitable policies or meth 
ods present themselves with the 
rrowth and expansion of the organ 
zation. Its flexibility i if 
issets, 

The first year’s results seem in 
dicate that Pacific Industries is on the 
ight track, From a failing gold mir 
ing company it has grown in a short 
time into a profitably operating indu 
trial group in which 1956 red ink 


will be a healthy 1957 
profit The End 


ucceeded by 


10] 


Hot New Products: 


How Can You 


Capture a Market in a Hurry? 


Schering Corp. did it by expanding the sales force 50°/, 
in one year, and investing well over a million in its intro- 


ductory advertising and promotional campaign. The man- 
agement vision and courage demonstrated in behalf of the 


new "'Meti” 


drugs show why this company's stock has 


jumped from |1!/2 in 1954 to a price hovering around 80. 


An interview by Alice B. Ecke with 


HERMAN LEITZOW 
Vice-President, Schering Corp. 


You'll never 


reading the newspapers, 


learn much, from 
about what 
a company has to do to improve sales 
and profits. 

Case in point: 
on the latest six months’ performance 
of Schering Corp., Bloomfield, N. J., 
manufacturers of ethical pharmaceuti 
cals 

Read the headline on the news item 
you see reproduc ed at the top ot this 
page and come 


business page reports 


along while we find 
behind it. 

In early 1955 the Schering labora 
tories pertec ted two new and valuable 
called “Meti 
“Meticortelone.”* Ques 
sales department: Now 
how about getting them to market? 


‘There wasn't any ready-made an 


out what's 


corticosteroid drugs 
corten’” and 


tion to the 


wer, because the company simply did 
not have the sales manpower required 
for the magnitude of the job as meas 
ured by the potential the new drugs 
eemed to offer 

“Introduction of the new drugs 
plus the task of increasing sales of es 
tablished products made it imperative 
that we rapidly expand our sales or 
yanization without loss ot sales el 
fectiveness and at minimum expense,” 
aid Herman Leitzow, vice-president, 
in summing up the major task in 
volved, 

“We were particularly concerned 
about how we were going to recruit 
and train double the normal number 
of new salesmen, and, in many cases 
under the supervision of an inexperi 
enced field manager directing most of 
the detail work. The training part of 
our problem was acute because the 


time was short and our division man 
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agers’ time would have to be given 
over to recruiting and selecting new 
salesmen. 

“At the beginning of 1955 the field 
sales force totaled approximately 180 
men. By year’s end we had 270 sales 
representatives—an increase of 500% 
And during that year total net sales 
were $45,960,000, a dramatic increase 
over 1954's total of $19,426,000.” 

This is how it was done: 

Three successful field training pro 
grams were studied: Minnesota Min- 
ing & Mfg. Co., The Carborundum 
Co. and Johnson & Johnson. By com- 
piling ideas from them and other pro- 
grams from members of the National 
Society of Sales Training Executives 
and tailoring them to specific needs, 
Schering management was able to pre 
pare a workable sales training pro- 
gram to present to division managers 
whose full cooperation was essential. 

Proper selection of field trainers 
came first. Each division manager was 
asked to submit names of three sales 
representatives in his division in the 
order in which he considered them 
best qualified to become trainers. They 
were selected according to these quali- 
fications: 


‘They had to be able 
selling and detailing 
ideas; project product information; 
sell a good working habit. They had 
to have a good sales story, a good vo 


Sales ability: 
to transmit 


*The discovery of these drugs is con 
sidered a major advance in the treatment 
of rheumatoid arthritis and other diseases 
responding to adrenocortical 
therapy 


hormone 


UNFINISHED STORY: Terse refer- 
ence to new products offers only a 
clue to what’s behind a current rosy 
financial report in the New York 
press. Sales Management's editors go 
behind the scenes to report here on 
the sales effort which has rounded up 
and sold thousands of customers. 


cabulary, the proper mental attitude, 
and had to be prompt, accurate and 
neat. 


Promotability: ‘They had to be 
men who could be considered eligible 
for promotion. 


Representative territory: ‘They had 
to have territories which were com 
posite pictures of any number of ter 
ritories in any given area—metropoli 


“full line” 


tan and rural sections; 


SALES MANAGEMENT 


Here’s an “informative 
label” to help 
industrial advertisers 
spot MILL & FACTORY’s 
unique values offered 
by no other publication 


“MILL & FACTORY... serving 
Production and Maintenance Engineering” 


Every successful advertising medium is one that has carved out a special niche 
for itself; that has elements that differ from every other medium. The advertiser's 
job is to identify those differences and determine whether or not they offer 
exclusive advantages that will help him market his particular product. This label 
identifies Mi_t & Factory as serving Production and Maintenance Engineering, 
and best describes this important group which is served exclusively by no other 
publication. 


The word “engineering” describes the editorial scope of Mitt & Factory and 
pinpoints the fact that its circulation is made up of engineering men in production 
and maintenance. These men are not the top operating management in their com- 
panies but are directly responsible for solving the engineering problems in both 
production and maintenance. 


How we know who these men are 


The industrial distributors’ salesmen, who build and maintain Mitt & Factory's 
circulation, limit its readers to the men in each worthwhile plant whom they have 
to see to sell. They have no interest whatever in anyone else, They are not 
interested in operating management who are concerned 
primarily with management policy — administrative and 
financial problems, pension plans, insurance, plant loca- 


tions, over-all operating considerations, etc. The products 
sold by these distributors are used almost exclusively in 
production and/or maintenance ...the machines, tools, 
materials-handling equipment, electrical power and trans- 
mission equipment, lubricants, steam specialties, etc., that 


Mill & Factory is the only publication edited 100% for the men 
directly responsible for the methods, the equipment and the 


are used in production or maintenance or both. 


The readers of Mi_t & Factory ...the men the distrib- 
utors’ sales engineers see to sell... are the men concerned 
with production and maintenance engineering right out in 
the plant... the men who see that the work gets done; the 
men responsible for improved methods and the adoption 
of cost-saving machines and equipment. MILL & Factory 


supplies used in production and maintenance. is deliberately designed to help these men solve their imme- 


Mill & Factory 
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diate engineering problems — of reducing costs in pro- 
duction and maintenance with practical, tested working methods, 


See for yourself 


To get a first-hand picture of just who these men are and what they buy and 
how they’re sold, we urge you to pick up the June issue of Mitt & Factory 
which describes one hundred case studies of actual sales of products by distrib 
utors’ salesmen. Each case tells why the product was bought and, in most cases, 
who the man was who was seen by the distributor’s salesman and persuaded to 
specify the product. A few minutes with this June issue and you'll be able to 
visualize the type of men you reach through Mitt & Factory... you'll feel 
better acquainted with the men engaged in production and maintenance engineer- 
ing who specify and buy the products used in those departments. 


You'll see why Mitt & Factory is the only publication devoted exclusively to 
this important buying group and provides this unique opportunity for industrial 
marketers. 


Mill ¢ Factory: 2.0 


maintenance engineering 
—the men, regardless of title, 
A Conover-Mast Publication N'B|P 15 PA! industrial salesmen 


205 East 42nd Street, New York 17, New York must see to sell, 


Your salesman’s 


dealers or his 


competition... cant sneeZe 


10ut his 


knowing it! 


Your salesman’s ACB report covers every newspaper ad in his territory . . 


his own dealers. . 


. competitive dealers... his own and competitive national 


releases. He’s in touch with the far corners constantly ... putting out fires 


... Starting fires of his own. The salesmanager gets a copy of the same 


Report. It’s more profitable to have these Reports than do without them. 


RETAIL STORE REPORTS 


Will give you all details 
of every advertisement 
you want to see if it is 
published in a daily or 
Sunday newspaper in 
the United States... 
what dealer is adver- 
tising what brands at what prices . . . what 
newspaper on what date, what size . . . what 
price on merchandise and what premiums or 
deals if any 
Frees salesman’s time for customers, by elimi 
nating his searching various newspaper office 
files for these ads 
At sales and advertising headquarters you 
can compare salesman’s performance in adver- 
tising support . . . follow switches by dealers 
° . rate your comparative dealer support... 
keep tab on free advertising received from 
dealer; estimate your « ooperative commitments 
from week to week; cuts time on writing and 
reading reports. 


SCHEDULE LISTINGS 


ogy 


A vertising —tells where 
~r 
; _ 


Covers national ad- 


competitive cam- 
paigns are breaking. 
Can be supplemented 
with Linage & Cost 


' ele Summary Reports if 


desired. 


\ 4 
PASTE-UPS FOR SALESMEN 


All pertinent ads ap- 
pearing in specified 
towns are mounted 
onto “‘accordion fold 
exhibits for sales- 
men’s use, 


ADDITIONAL SERVICES 


11 additional services are available. 
Described in ACB Catalog sent free on 
request, or contact nearest ACB office. 


“7he Advertising Checking Bureau, Inc. 


New York (16) 79 Madison Ave. + Chicage (3) 18S. Michigan Ave. * Calumbus (15) 
20 South Third St. * Memphis (3) 16) Jefferson Ave. * Sem Francisco (5) 5) First St 


ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 


and “short line” wholesalers; good 
distribution of direct and non-direct 
accounts; Government and teaching 
institutions staffed by residents and 
internes. 

First and second choices of trainers 
were submitted by the home office to 
the division manager. The division 
manager then made his final selec 
tion. 

Seniority was considered only when 
two salesmen in the same division were 
relatively equal in qualifications. One 
trainer was selected from each divi- 
sion. Working under the direction of 
the division manager, he was em- 
ployed as a trainer only during the 
indoctrination period of a new sales- 
man. 


Training the trainer: Prior to training 
new salesmen, trainers went to the 
home office for one week’s study in 
leadership; management viewpoints ; 
sales training techniques; formulation 
and standardization of training pro- 
cedure; evaluation of trainees. 

‘The trainer’s job was a line func- 
tion under the division manager who 
was responsible for the entire pro- 
gram. ‘The trainer reported on 
trainees’ progress to the sales training 
coordinator, and the division man- 
ager. 

‘The majority of new salesmen were 
recruited through newspaper adver- 
tisements. Some were brought in by 
older salesmen and a few through the 
backlog of applications. They were 
screened by the division manager. 
First, a preliminary interview was 
granted. The purpose of this was to 
eliminate quickly the obviously unfit 
applicants, 

The division manager thus had an 
opportunity to get a first impression 
of the applicant and to decide how he 
would probably impress druggists and 
physicians the first time he would call 
on them. After the applicant left, he 
was scored on a Preliminary Screen- 
ing Interview Form. After the divi- 
sion manager received the applicant’s 
personal history inventory, the divi- 
sion manager noted weak points and 
all areas of question for elaboration 
in a comprehensive interview. The 
applicant’s references were thoroughly 
checked. If the applicant was not 
ruled out at this point, he was called 
back for the comprehensive interview. 
Its purpose was to obtain information 
about the applicant that had not been 
covered earlier. If the applicant 
proved that he had all qualifications 
required of him, he was hired by the 
division manager and pretested in the 
field: 


During the first week the trainee 
went with the trainer in his territory, 
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lf You Do Business in Oklahoma 


TELL YOUR STORY HERE 


SEMI-CENTENNIAL 
EDITIONS 


Oll, PETROCHEMICALS, 
— Pte AGRICULTURE, COMMERCE 
3 3 _— OCTOBER 13 


— CITIES OF OKLAHOMA 
a OCTOBER 20 
eA | ee BYESTERDAY |, = FINANCE, REAL ESTATE, 

= a) = TRANSPORTATION, 


SPORTS & TRAVEL 
OCTOBER 27 


RELIGION, SCHOOLS, 
HEALTH, MEDICINE, 
CIVIC CLUBS 
NOVEMBER 3 


OKLAHOMA CITY 
NOVEMBER 10 


Sem Comrimmiat 
toirioms oF 


The Z atly 
Oklahoman 


OCcT.-mov. ies? 


THE DAILY GRE AMOMAN 


TOMORROW 


ACT NOW—DEADLINE IS NEAR! 


Oklahoma’s 50th Anniversary as a state 
offers you a unique advertising opportun- 
ity, a chance to tell the story of your bus- 
iness and your part in Oklahoma’s growth 
and economy and future. 


The Daily Oklahoman will publish five 
sparkling editions on five successive Sun- 
days — five Semi-Centennial editions tell- 
ing the Oklahoma story. These editions will 
be read, kept and referred to by business 


leaders, bankers, wholesale and retail trade 
executives ... a regular Sunday audience 
of a quarter-million families — plus a 
bonus audience of 50,000 to 100,000 addi- 
tional readeis throughout America. 


There is a place for you in the Semi- 
Centennial Editions — to tell your public 
relations, product or service story. Make 
your space reservation now! 


Oklohomo's Greatest Media 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Published by 

The Oklahoma Publishing Co 
Represented by 

The Kotz Agency 


In Circulation, In Prestige 


And In Buying Influence 
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How to stock what you need, as you need it 
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Ldsoss 


Now the boss is quite tame and Lou ships with success 
He specifies shipment by RAILWAY EXPRESS! 


he boss pounced on Louie when shipping was late 


Cause they ran out of stock just as business got great. 
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a a mm mee 


Which do you think is worse, running out of stock or being 


overstocked? No question about it... they're both bad business! 


\LW,S 
To keep stocks evenly balanced_or to answer any shipping need Q PS A L SS 
it pays to specify Railway Express. You get swift, dependable NS EXPRESS 
deliveries that are easy on your pocketbook. You get coverage . <] €; E NX c™ 
no other company can match, for Railway Express reaches some 
23,000 American communities! And now, with Railway Express’ 
new World Thruway Service, you can ship to and from almost 
anywhere in the world! So, whether you're sending or receiving, 
here or abroad always call Railway Express, the complete 


rail-air-sea shipping service, 
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making routine trade and physician 
calls. Three nights were spent study 
ing policy, forms, products and sales 
techniques. At the end of the week 
the trainee started to “take over.” 

The second week was spent in the 
trainee’s assigned territory. ‘The 
trainee did the major share of de- 
tailing and selling. Three nights were 
given over to criticism and review. 

At the end of the two-week period, 
the trainer reported on the work of 
the trainee. 

After three weeks the trainer re 
turned to the trainee’s territory and 
then sent his final report to the divi- 
sion manager and the sales training 
coordinator. If the trainee proved to 
be a promising salesman, he’ was sent 
to the home office for a special sales 
training course, together with prom 
ising salesmen from other territories. 

The trainer’s duties extended far 
beyond the initial training of a new 
recruit. Periodic followup training 
was essential to make certain that 
the new man was developing his abili- 
ties to the fullest extent. 

Equally important was training 
older salesmen. Leitzow maintains 
that it is a great mistake to assume 
that because a man has long experi 
ence, he operates efficiently. If pet 
mitted to do so, many older salesmen 
develop blind spots in their product 
knowledge, especially when it comes 
to translating the product story into 
terms of customer benefits. 

‘Trainers were enthusiastic about 
the new training program, Leitzow 
points out, because they were com- 
pensated in several ways: The fact 
that they were selected to become 
trainers meant that they were eligible 
for promotion. ‘They improved their 
own detailing and selling ability, and 
enjoyed a “big brother” relationship 
with other salesmen. In addition, they 
were paid cash over their regular 
compensation for each new salesman 
they trained. 

‘Trainees were enthusiastic because 
they learned faster. ‘The new training 
technique permitted earlier determina 
tion of their selling ability, and made 
it possible to reduce home office train 
ing to two weeks instead of three. 


Attitude audit of salesmen: Early in 
July 1955 Schering management noti 
fied division managers that Research 
Institute of America, Inc., would con- 
duct a survey which would permit 
each salesman to confidentially voice 
his opinion of various areas of com 
pany operation. 

“Through this survey,” Leitzow 
explains, “we hoped to improve our 
method of doing business and our 
relations with our salesmen. 

“In comparing results of our At 
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titude Profile and that of the com- 
posite for all companies surveyed by 
the Institute, the attitude of our sales- 
men appeared to average about 10% 
higher in the different categories than 
the composite for the industry as a 
whole. The Profile generally followed 
the same pattern as the composite. It 
was especially gratifying to learn of 
the high score in category 15—atti 
tude toward the company’s training 
efforts. In two areas, attitude toward 
selling as a career and attitude to 
ward compensation, we very nearly 
matched the composite.” 


The action taken: Shortly after re 
ceiving results of the survey, weekly 
meetings were held by the sales man 
agement team. Even though the 
Schering Profile indicated positive re 
sults in the training program, it was 
felt that there was room for improve 
ment. 

“We decided to minimize the re 
sults of the composite Profile because 
it was not specific for our own pat 
ticular industry,” Leitzow explains. 

“We approached the overall prob 
lem from the standpoint of communi 
cations since they are often the key 
to thorough understanding. 

“We asked one of our sales repre 
sentatives to save all mail he re 
ceived for a period of three months 
and send it to the home office. It was 
then classified as to categories and 
placed on large flannel boards. <A 
meeting was held to pass on recom 
mendations for changes which could 
be made. 

“Changes were made in some meth 
channeling correspondence. 
Some forms were simplified and others 
were compiled into single units where 
feasible. Weekly bulletins were con 
densed. A system was set up to screen 


ods of 


the importance of material, to deter 
mine whether it could go out in a 
special bulletin, in the regular weekly 
bulletins or whether it could be in 
cluded in our bi-monthly promotional 
booklet. ‘The quality and the concise 
ness of our bulletins were improved 
to reduce the amount of material our 
salesmen had to read. Great emphasis 
was placed on the ‘why’ for any policy 
changes and direc tives.” 

Other steps Schering management 
took had to do with the attitude of 
the salesmen toward their work, to 
ward each other, and what they 
thought of selling as a career. 

Refresher courses are now sched 
uled for older salesmen to give them 
an opportunity to review changes in 
the home office since their initial train 
ing; to make possible a mutual ex 
change of ideas, with emphasis on 
the importance of their opinions in 
helping to shape company policies and 


IN LOS ANGELES 
THEY SAY 
“TIMES, FIRST OF ALL 


> Women’s 
Clothing 
Stores 
place 78.1% 
of ALL their 
Los Angeles 
metropolitan 
newspaper 
advertising 
in The Times 


(Media Records, 
Ist six months of 1957.) 


Advertising convictions of women’s 
wear retailers in Los Angeles show 
remarkable unanimity. Last year 
and this year 78% of their linage 
went into The Times (84% home 
delivered morning circulation). 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


says its easier to start 
a habit than to stop 
AY 


one!'' And Seventeen, 


a new advertiser in 


today's Tide, re og 


nizes that more and 


more top advertising 


executives are starting 


the Tide habit. 


methods of promotion. A company- 
wide suggestion plan has been put in 
action. 

(sreater team spirit is being built 
up within individual sales divisions 
through contests, drives and group ob 
jectives. Small area meetings are held 
to discuss specific problems, exchange 
ideas for promotion and to improve 
human relations. Coverage ot personal 
activities of the salesmen has been in 
creased in the Schering News, com 
pany house organ. 

Attitude toward selling as a careet 
is approached from a long-range stand 
point: ‘here are discussions in divi 
sional meetings. Booklets on salesman 
ship are distributed among the sales 
men. ‘The salesmen’s wives are in 
cluded in promotions, and more at 
tention is centered around them so 
far as other aspects of company op 
eration are concerned. 

To increase the understanding of 
the salesman’s role in the overall 
company operation among all com 
pany employes, a series of articles, “A 
Day in the Life of a Representative,” 
was published regularly in the 
Schering News. 

\ presentation of the Sales Divi 
sion and its operations to other com 
pany divisions helps employes outside 
Sales to understand company sales 
problems, 

‘To eliminate any criticism of fav 
oritism so far as ratings and promo 
tions are concerned, Schering man 
agement is working for greater ob 
jectivity in methods of rating sales 
men and division managers. 

“Our personnel and sales depart 
ments are now placing greater em 
phasis on our fringe-benefit program,” 
Leitzow points out. “Overall income 
and opportunity with the company, 
including the company’s profit-sharing 
plan, are discussed on a group basis 
in training classes and meetings in the 
field as well as with the individual 
salesmen. 

“Our incentive bonus payment 
plan was revised to produce greater 
equity for all salesmen during the 
period when territories were split and 
new salesmen were added. One objec 
tive of the bonus plan is to provide 
incentive for reaching or passing 
quotas on established products A sec 
ond objective is to stimulate and main 
tain interest in pushing new prod 
ucts. A third calculation pays bonus 
dollars for combined sales on estab 
lished and new products. Bonus ob 
jectives and payments are set up on 
a six months’ basis. 

“In sales training we have done 
time studies of our home office courses 
to make certain that we place proper 
emphasis on various subjects taught 
in relation to their importance in our 


overall operation. The product semi- 
nar type of meeting has been insti- 
tuted. More visual aids have been 
added to our detailing and training 
programs, and we plan greater em 
phasis on field training by our division 
managers. One most important as- 
pect is constant evaluation to make 
sure that our training is reflected in 
improved operations throughout the 


sales organization. 


Plan for growth: Schering distributes 
its drugs through wholesalers, physi 
cian supply houses, hospitals, Govern- 
ment institutions and selected retail 
stores which include independents and 
chains. 

Prior to 1954 Schering manage 
ment had recognized the need for a 
new approach in creating sales terri 
tories. As sales increased and the field 
force expanded, the method used to 
form new territories presented prob 
lems. A new territory was usually 
made up of parts of adjacent terri 
tories. This, management agreed, had 
these disadvantages: 


1. There was no formal plan for 
field staff expansion. 


Since statistical data were com 
piled on a territorial basis, each new 
ly created territory resulted in a loss 
of comprehensive records for all areas 
affected by the change. 


3. It was difficult to set sales quotas 
because areas were shifted from one 
territory to another, 


4. Each new territory required con- 
siderable administrative and clerical 
time. All records and tabulations had 
to be adjusted to conform with these 
territorial changes. 


After extensive research, it was 
agreed that the country should be 
divided into geographical areas of 
equal sales potential. Each area, 
known as a Sales Control Unit, would 
have adequate sales potential to sup 
port a sales representative. “Thus a 
sales territory would currently be 
made up of one or more Sales Con 
trol Units, with statistical and sales 
data recorded for each unit rather 
than by territory. As salesmen were 
added, territories would be split along 
the lines of their component Sales 
Control Units until eventually each 
Sales Control Unit became a separate 
territory, covered by a. detailman. 
‘The number of territories could there 
fore be increased without losing prior 
sales data. 

By January 1, 1955, the project 
was completed and operations started 
under the new setup of approximately 
290 Sales Control Units. [See “Are 
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> Run your selling story in The Saturday Evening Post—the 
decisive mass market of influence! 


> 8 out of 10 people* who read The Saturday Evening Post 
recommend or talk about the things they see in the Post! 


That means millions of Post readers are talking millions of 
times to millions of people—this is INFLUENCE! 


* From the recent magazine study by Aifred Politz, ‘The Readers of The Saturday Evening Post."’ 


Sell the PosT ff iInFLUENTIAL 


-the mass market of active influence 
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When 
you 
think 
Pennsylvania, 
think 
Philadelphia, 
Pittsburgh— 


Erie is Pennsylvania’s 3rd city: in Population, Retail Sales and Effective Buying Income.* 
Erie leads all major** Pennsylvania cities in growth—population, 1957* vs. 19407; retail sales, 
1956* vs. 19397. m Erie’s newspapers, The Times & News, with over 91,000 daily circulation, 
deliver the whole market, not just part of it. Compare this with some other Pennsylvania 
situations, where adjacent cities are “combined” to make up a “market” which no one newspaper 


buy can cover. # It stands to reason: Erie is the only logical 3rd market buy in Pennsylvania. 
"198 Menegement ey of Buying Pow When [ 


you & | The Erie Times erenine 


think 


Pennsylvania 


think | The Erie News (morning) 


Philadelphia 


Pittsburgh The Erie Times-News (Sunday) 


~and Erie 


For the latest market and media data, call The Katz Agency, Inc. 
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Your Figures All Messed Up When 
You Shift Territories?” by Robert C. 
Bennett, market analyst, Manage 
ment Research Department, Schering 
Corp., page 104, June 21, 1957, 
SALES MANAGEMENT. | 


Advertising support initially planned 
for the new steroids represented the 
most comprehensive program ever de- 
veloped by Schering for any of its 
products. It included new practices 
and promotional devices heretofore 
not used by Schering or the pharma- 
ceutical industry. 

It is Schering’s policy to treat each 
new specialty product individually in 
respect to its promotional support. 
After analysis of potential and a study 
of competition, the overall advertis 
ing program for the product is de 
veloped on a_ medium-for-medium, 
month-by-month basis for the balance 
of the calendar year, to an extent 
considered sufficient to result in at 
tainment of the Schering sales objec 
tives, 

Although Schering had been second 
to introduce the original corticoste- 
roid cortisone and held its position 
in that market, it was in competition 
with three “giants” of the pharma- 
ceutical and chemical _ industries. 
When the clinical importance of these 
new substances became apparent, Dr. 
John N. McDonald, Schering vice 
president for advertising, recognized 
the need for a promotional program 
which would provide a substantial im 
pact in the period after the introduc 
tion of the “Meti” products. 


“Tt is almost axiomatic in the phar 
maceutical 


Leitzow ex 
plains, “that the market goes to those 
who get there the ‘firstest’ with the 


7 


industry,” 


‘mostest. As new dates for intro 
duction were set, almost unattainable 
objectives were placed before the ad 
vertising and sales departments and 
the production people, suppliers and 
advertising agency executives. 

“Yet,” Leitzow says, “the deadline 
was met, and on the date of intro- 
duction of our new drugs full kits 
of literature were in the hands of the 
professional representatives 
and ready for transmission to whole 
sale druggists, prescripuen and hos 
pital pharmacists throughout the coun 
try. ‘Two weeks later the first an- 
nouncements were mailed to the medi- 
cal profession, and advertisements be- 
gan to appear in the medical journals. 

“The close cooperation between 
Advertising and Sales was never so 
important as it was during the plan- 
ning stage for the promotional and 
sales efforts for Meticorten and Meti- 
cortelone.” 

During 10 months of 1955, ap 


service 
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proximately $114 million were spent 
on the advertising of Meticorten and 
Meticortelone; during 1956, a little 
over $1 million. Expenditure for ad 
vertising and promotional programs 
represent about half of total selling 
expense. 

Direct mail in 1955 for the new 
drugs amounted to about 40% of the 
company’s total “ethical” product di 
rect mail budget. Advertising of the 
“Meti” steroids in medical journals 
constituted a little more than half of 
all of the medical journal advertis 
ing. Advertising samples amounted to 
about 10% of overall “ethical” ad 
vertising samples. Business paper ad 
vertising amounted to 35% of over 
all “ethical” product business paper 
advertising. 

In 1956 after the first big push, 
most of the percentages dropped. Di 
rect mail for the new steroids was 
reduced to 25%. Medical journal ad 
vertising was reduced to 40% of the 
total. Advertising samples remained 
constant at 10%, and business paper 
advertising was reduced to 10%. 

Newly 
grams for new products do not in any 
way detract from existent approved 
budgets and programs for established 
spec ialties. 


formed promotional pro 


Among the magazines in which 
Schering advertisements appear in the 
medical field are Journal of the 
A meriacn Medical Association, Medi 
cal Economics, Modern Medicine, 
Medical Times, all state and regional 
medical journals, selected specialty 
journals; and in the trade field, Drug 
Topics, American Druggist, Ameri 
can Professional Pharmacist, Journal 
of the American Pharmaceutical As 
sociation, regional and state drug 
journals, and Wholesale Drug Sales 
man, 

Schering’s ranking in the industry 
since 1954 has pushed upward. Com 
pared with some of the “giants” in 
the pharmaceutical and chemical field, 
prior to 1954, it was 
small company. Now, Leitzow points 


considered a 


out, since in reasing its sales organi 
zation, instituting a workable sales 
training program, 
sales territories and planning strong 


developing new 


advertising campaigns, it ranks aggre 
gate-wise among the top 12 pharma 
ceutical companies in the nation. In 
dollar volume, Schering now ranks 
among the top 15 companies in the 
industry. In number of prescriptions 
filled, it ranks among the top 10. In 
number of detailmen, it ranks among 
the top 10. 

In 1956 net sales for Schering es 
tablished a new record of $54,554,000, 
an increase of 19% over 1955. The 
increase in °56 reflected high levels 
of demand for Meticorten (predni 


IN LOS ANGELES 
THEY SAY 
“TIMES, FIRST OF ALL’ 


*E Dairy 
Products 
Advertisers 
prefer The 
Times above 
ALL other 
Los Angeles 
metropolitan 
newspapers 
The Times led in 


95 of Media Records’ 


114 classifications.) 


Proven markets and proven media 
are vital to success in the highly 
competitive dairy products business. 
In Los Angeles (America’s 3rd 
market) The Times ranks No. 1 in 
dairy products advertising. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 


” 


San Jose’s Gains Lead 
Northern California! 


Population Gain 
Metro. Area 1950 1956 
295,200 490,100 
281,700 409,500 
750,000 866,800 
280,200 325,500 
San Francisco 777,400 810,000 
urce, SM. Survey of Buying Power 


"Metro Areas, All of Santa Clara, Alameda, San Frar 
ond fresne " 


Auto Registration Gain 


Metro Area 1950 1956 

San Jose 142,422 237,146 
Oakland 308,560 381,720 
Sacramento 128,259 197,755 
Fresno 139.234 181.714 
San Francisco 219,106 314,192 


Source State Department of Motor Ver 


Retail Sales Gain 


In Oo orgs) 


Metro. Area 1950 1956 

San Jose $302,670 $634,808 
Oakland $836,472 $1,166,660 
Sacramento $328,782 $586,330 
San Francisco §=—§ 1,083,285 $1,237,354 
Fresno $291,418 $438,658 


u ” vey of Buying Power 


Food Sales Gain 


(iN 000's OF $'s) 


Metro Area 1950 1956 

San Jose $69,056 $163,144 
Oakland $205,100 $288,735 
Sacramento $74,654 $154,410 
Fresno $64,752 $110,338 
San Francisco $221,442 $261,873 


SM vey of Buying Powe 


Gain 
$332,138 
$330,188 
$257,548 
$154,069 
$147,240 


Gain 
$94,088 
$83,635 
$79,756 
$45,586 
$40,431 


you Cover San Jose Only with 


Mercury and News 


Combined Circulation 112,000 


For more facts on San Jose, write for complete up 


REPRESENTEO NATIONALLY BY RIDDER JOHNS, INC MEMBER OF THE 


to-the-minute booklet 


METRO SUNDAY COMICS NETWORK 


sone) and Meticortelone (predniso- 
lone) and favorable market accept- 
ance of the new forms and combina- 
tions of these products. According to 
Schering management, the develop- 
ment of the “Meti” drugs has com- 
pletely changed the corticosteroid 
market. Prior to their introduction 
manufacturers’ sales of all corticoids 
in the United States totaled $35 mil- 
lion annually. Since the introduction 
of Meticorten and Meticortelone by 
Schering, the total corticosteroid mar- 
ket has steadily expanded. In 1956 
sales were estimated at $80 million. 

As the first company to introduce 
prednisone and prednisolone, Scher- 
ing was able to establish a position of 
market leadership in 1955. This po- 
sition was challenged by the introduc- 
tion of comparable products by three 
major competitors. In 1956 the com- 
pany’s share of the market for these 
new steroids declined somewhat as a 
result of increased competition. How- 
ever, the impact was not severe and, 
with the introduction of new product 
forms and combinations, Schering’s 
total sales of ‘“Meti’ products in- 
creased in 1956, 

Says Leitzow, “We are developing 
the most capable professional sales 
representatives in the industry. Our 
initial training program was so suc- 
cessful that we have decided to con- 
tinue it, since expansion of our sales 
organization is still necessary. When 
expansion is completed, field training 
will continue but prime responsibility 
for training will be shifted back to 
division managers because there will 
be comparatively few recruits to train. 
In the last two years approximately 
250 salesmen have been trained un- 
der our new program. 

“The advantages of our present 
sales setup are many. Among them: 


“We can now guarantee the over- 
all efficiency of our sales representa- 
tives. 

“There is greater job satisfaction 
and team spirit throughout our sales 
organization, 

“Turnover has been substantially 
reduced. 

“Our division managers now have 
more time available for supervisory 
problems. 

“Tt is now possible to get new op- 
erations or new products under way 
quickly and efficiently. 

“Our trainers provide a ready pool 
of qualified, tested men for promo- 
tion to executive positions within the 
company. Each year since the first 
training course they have returned to 
the home office for refresher training, 
studying new selling techniques and 
helping to formulate the next 12- 
month program.” The End 
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what’s all this stuff about 


L e - A 


Come clean, Uncle Schuyler, isn’t 
that just a slick sales approach 
that some industrial marketers 
use to disarm buyers? 


f 


NaN 
Don’t tell me you’ve master- Now let’s see if I’ve got this 
minded a way to turn the buyer’s straight. First you make sure that 
problem into a sales advantage. adequate product information is 
All right, let’s have it... anchored in every worthwhile 
prospect’s office... 


I get it! The pay-off is that salesmen get 
to spend more time with folks who have 
already taken one step toward selecting a 
possible supplier. So they have more 
chances to sell by helping interested 
prospects buy. Why, that’s real simple... 
like taking candy from a baby! 


NOTE: The model is the No. 2 child of Bill Brown, 
Production Manager, The Schuyler Hopper Co. 


The Schuyler Hopper Company 
12 East 41st Street, New York 17, New York + LExington 2-3135 
“Ditch-Digging Advertising’’* that Selis by Helping People Buy 


*neG Uv 6. PAT OFF 
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What? You mean lots of people 
who specify and buy industrial 
products really have trouble lo- 
cating the right suppliers? 


... then you use advertising to 
seek out those of your prospects 
who have a need right now... 
and direct them to that product 
information... 


Blair Makes Strong Case for Spot TV 


In several cities throughout the U.S., Blair-TV representa- 


tives are presenting a showing, Market Sense," of 40 color 


transparencies, with sound-tape commentary which ex- 


plains and sells the medium rather than being a ‘'com- 
mercial" for Blair-TV and the 25 stations that it represents. 


: TwB-MIELSEN INDEX (OCT,NoV, DEC, 1955) 


The nation isn’t a unified market 
entity but a series of individual mar- 
kets with widely different tastes and 
prejudices. Instant coffee, for example, 
has caught on much more strongly in 
the East and East Central area than 
in the South, the West Central area 
or on the Pacific Coast. The difference 
is greater than for brewed coffee. 


Take the South, for example. It’s 
strong for evaporated milk, but doesn’t 
get excited about ready-to-eat cereals. 
Cake mixes really go to town in the 
West Central States, and so do auto- 
matic washers on the Coast. Most 
“average” are the East Central States. 
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SOURCE: ARB 


Sergeant Bilko gets around—in a big way—to millions of TV homes, but except in New 
York, Los Angeles and San Francisco (among 9 cities studied), he runs second to the 


“Broken Arrow” film, available only on Spot TV. “Spot your television,” says Blair. 


JAN FEB MAR APR MAY JUNE JULY AUG SEPT OCT Nov Dec 
sx 


Less surprising, perhaps, are the seasonal differences in soft drinks and cough drops—but 
why should soft drink sales be better in December than in either October or November? 


Should marketers attempt to even out curves or accept present customer preferences? 
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“We particularly loo 


CERTIFIED 


Cay 


~ 


Joseph T. Ryerson & Son, Inc., 
is the largest jobber of steel in the 
nation. For more than 45 years, 
Keith | vans has been associated 
with the firm—as Advertising and 
Sales Promotion Manager, Director 
of Marketing and Public Relations, 
and Marketing and Public Rela 
tions Consultant. Somewhere along 
the line, he found time to organize 


N.1.A.A 


cle rif 


serve as its first presi- 
and help guide it to 1ts 


present prominence, Recently we 


visited Mr 


oflice where he vave us his thoughts 


Evans at his Chiu ago 


on advertising and on the use of 
trade and industrial publications 


Ler 


are the highlights. 


Q First, would you give us a brief his- 
tory of Joseph T. Ryerson & Son, Inc.? 


A Gladly 


in 1842 and has grown to be the largest 


Phe organization was founded 


steel service organization in the country 
lt is the marketing subsidiary of Inland 
Steel Company, but the larger part of its 
produc ts come from other sources. We 
are a large distributor of carbon alloy 


and stainless steels and aluminum 


Q What is the advertising history of 
Ryerson? 


A We have been advertising ever since 
When l 


jomed Ryerson in 1912, the Advertising 


the beginning of our company 
Department wa composed of the aciver- 
tisin manager his assistant, and a 
secretary Since then we have added 
Sales Promotion, Sale Analysis, Market 
Research, and Public Relations Depart- 


ments—all self-sustaining 


Q With 115 years of advertising ex- 
perience, your company should certainly 
be in a position to give us some pretty 
valid opinions on advertising. 


A Yes, | guess we are, We firmly believe 
in continuity of advertising in volume 
sufficient to make a reasonably good im- 
pression We never forget that our ad- 
verlisements are up against the best ads 
our competitors can prepare, 80 they 
must work hard and well. And we believe 
that every illustration and headline must 
be so intere sting that the steel spec thet 
or user will think, “Il want to know more 


about this,” and read on, 


Q In actual practice, how well has 
Ryerson's advertising managed to con- 
form to this philosophy? 


A Ow advertising history divides into 
three main pe riods: im the first, our cus- 
tomers wanted to know if we actually had 
the steel in stock; starting about 1910, 


k to the trade 


they were interested in how soon the 
steel would arrive at their sites; and since 
1930 the emphasis has been on large 
stocks, accurate cutting, uniform quality, 
and the avoidance of mixed steels. These, 
then, are the points which we have 
stressed in our copy. 


Q Apart from these slowly changing 
objectives, what is the basic goal of 
your advertising? 


A We advertise to make our company 
well and favorably known by executives, 
purchasing agents, and their staffs. By 
emphasizing our large and complete 
stocks, our quick, dependable service, 
and our spec ial Sy stem of quality coli- 
trol, we attempt to secure prelerence. 


Q Does most of your advertising appear 
in the trade and industrial press? 


A All of it. Ryerson uses between 60 
and 70 trade and industrial magazines 
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and industrial press for penetration” 


"We particularly look to the trade and industrial press for penetration—t 
reach the executives, general managers, and all the other people outside of the 


"We believe that an advertiser should appear at least 12 times 
a year in any particular maganne in order lo le cu al least 


four or five times a year by the average reader 


A Yes 


Purchasing Department whom our salesmen cannot see on every call,’’ 


We particularly look to the trade and our advertising. Our records show many there 1s 


I would like to « Npore 


industrial press for penetration—to reach 
the executives, general managers, and all 
the other people outside of the Purchas- 
salesmen 


ing Department whom our 


splendid results from our advertising 
In fact we have established several adver 
tising landmarks. We won top award for 


the best all-round industrial campaign 


the belief that publi itions of thes nature 
can be ol great assistance to young ex 
hes 


superiors may not be able to devote the 


eculives coming up in busine 


cannot see on every call. We consider in the first N.LA.A, competition in 1922; time these fellows need for good train 


the trade and industrial press vitally ing, but | say there ts no reason they 


should suffer from the lack of ut hey 


a Ryerson ad was included in the top 
100 for 1949-50 in a volume published 
by Milline Publishing Company 


important to advertisers and readers. 


can keep well posted by studying some 


Q How do you select the publications 


aodadin® of the track publications m thew held 
on your scneduie: 


Q Is there anything else you would like And Lrecommend that management subs 
to say on the subject of trade and indus- 


trial publications? 


scribe to them and recommend them a 


A Working with our advertising agency, 


we check carefully on the editorial con- must”? reading by young executive 


tent, circulation, readership, INqGUITICS, 

cost-per-thousand, etc., making our de- ’ . 
| ed Through the use of trade and industrial public ations you are able to communt 

cision on the basis of a composite of 


these factors. We believe that an adver- cate with your customers and prospective Customers in an atmosphere that is 
natural to them and most productive for you. In this respect, today r 


sponsible trade and industrial press 


tiser should appear at least 12 times a 


year in aly partie ular magazine in order serves i purpo ‘ unduplie ited by my 


to be seen at least four or five times a other selling force. 

year by the average reader 

( hilton public ations cover the If ¢ hose tN hie lds \“ ith ane ditor ial cxce Ile nce ana i 
Qin what way is your advertising 


budget determined? 


A In the fall of each year, we work out 


a program that we believe will accomplish 


strict control of circulation that assure confidence on the part of readers and 


ellin ‘ 


advertisers. With such acceptance vos proportionate 


| Chilton 


COMPANY 


Chestnut and 56th e Phi 


powe I 


our various objectives. This is done 
without too close attention to budget. 
Phen costs are computed and the job is 
tailored to fit into a reasonable program 
based on volume 9 marke { conditions, and 


50 On, 


Q Over the years, what kind of results 


i ? 
hes this program brought Ryersont CHILTON PUBLICATIONS; The lron Age 


Hardware Age « Spectator « Hardware Work 
| 
Automotive Distribution 
Review of Optometry « Motor Age « Boot and Shwe 
Car Journal « Butane-Propane News « Electronic Industri 
f 


A In the first place, we try to avoid 


Industries « (as . 
compe tition with our own salesmen, who 


eco! 


call on the same people we reach with 


SEPTEMBER 6, 1957 


Higher Prices Fail to Halt 
Rising Newspaper Circulation 


Current increase of New York City "PM's," from 5 to 
10 cents, cuts their sales 16 to 19%. But this does not 
reflect the trend: Circulation of all 1,689 ABC-audited 
dailies and Sunday mounts to 105.5 million copies. 


Despite a recent “rebellion” in 
New York City, newspaper readers 
across this country and Canada have 
proved quite willing to assume more 
of the costs of publication. 

In late March three New York 
evening papers the Journal-A meri 
can, Post and World-Telegram 
Sun—doubled their single-copy price 
from 5 to 10 cents. For the quartet 
ended June 30 their circulations de 
clined 16 to 19% from the parallel 
period of 1956. But, as an executive 
of one of them pointed out, New 
Yorkers now pay $140,000 a day for 
their evening 


fa 
ww 


papers, as compared 
with about $86,000 early in the year. 
Virtually all of this circulation is 
newsstand 

While advertisers are reported as 
approving this “sharing of costs” 
with readers, only the World-Tele 
gram & Sun has adjusted advertising 
rates—reducing retail 7 to 10 cents 
a line and general (or national) by 
15 cents to $1.65 a line. ‘The Journal 
American's general rate continues at 
$1.90 and the Post's at $1.55. Nei 
ther of them plans rate adjustments. 

The nickel still is “standard” for 
dailies and the dime for 
newspapers, but the 


Sunday 
number sold 
above those levels rises annually. 


All Increasing 


So, too, does circulation. For the 
six-month period ended March 31, 
1957, combined average paid circu 
lation of all ABC-audited newspapers 
in the USA and Canada reached a 
record 107,009,044. This was a gain 
of 1.4% from the 105,548,851 of 
the parallel period of the year before. 

Except for U. S. all-day and 
Canadian Sunday newspapers, all 
“groups” made increases. 

In the United States, circulation 
of morning papers (269 in 1956 
against 270 in the current period) 


rose from 21,975,155 to 22,277,791; 
of evening papers (868 against 876), 
from 31,409,682 to 32,808,297, and 
of Sunday papers (436 against 434), 
from 46,974,304 to 47,277,725. 
Meanwhile, the U. S. all-day papers 
(seven against six) declined from 
785,416 to 223,071. 

In Canada, morning papers (18 in 
both periods) expanded from 750,- 
943 to 781,238, and evening papers 
(80 and 81), from 2,996,349 to 3,- 
002,631, while Sunday papers (five 
and four) fell from 657,002 to 638,- 
291. 

Total number of ABC-audited 
newspapers in the United States ex- 
panded during the year from 1,580 
to 1,586. The number of Canadian 
newspapers covered remained un- 
changed at 103. 

In its 1957 annual report on single 
copy prices of United States daily and 
Sunday newspapers, American News- 
paper Publishers Association points 
out that “daily newspapers retailing 
at 5 cents represent 76.4% of total 
newspapers, compared with 81.4%” 
a year earlier. This study covers 
“commercial” or business, but ex- 
cludes foreign-language, newspapers. 

During the year the number of 
dailies selling at 3, 4 and 5 cents 
declined, while those selling at 7, 8 
and 10 cents went up. For Sunday 
editions of dailies, fewer were selling 
at 5, 10, 12 and 15 cents, and more 
at 6, 7, 20 and 25 cents. In the cur- 
rent report the “Sundays” selling at 
10 cents had declined to 44.4% from 
44.9% a year ago. 

The “penny paper” has long since 
passed : 

Of 1,756 U. S. dailies covered by 
ANPA in 1949, 1,518—or about 
86% —retailed at 5 cents. There were 
still 10 at 2 cents, 91 at 3 cents and 
119 at 4 cents. Only 12 charged 6 
cents, five 10 cents, and one 15 cents. 
None could be bought for a penny. 


By 1953, of 1,761 dailies surveyed, 
the proportion of 5-centers was al- 
most unchanged, at 85%. But as 
compared with 220 at less than a 
nickel four years before, there were 
then only 78. Meanwhile the num- 
ber of more-than-a-nickel papers had 
multiplied nine times to 170. 

In 1957, among 1,738 dailies, 1,328 

or 76%—were a nickel. Only 25 
cost less than that, and the number 
selling for more had climbed to 385. 
The most prevalent higher price (249 
papers) was 7 cents. 

As for Sunday papers: 

Of 472 in 1949, 219—or 46%— 
set you back one dime; 143 were 
still 5 cents and 93, 15 cents. Ten 
others were less than a dime, but 
seven were 12 cents. 

In 1953, 236—or 47% —=till cost 
a dime. But the number of nickel 
Sunday papers had dropped one-third 
to 95. The number at 15 cents had 
risen to 135, and a brand new unit 
of exchange called 20 cents was 
charged by 22 of them. 


Range of Prices 


By this year, of 534 “Sundays”, 
237—or 44%—cost a dime. A nickel 
currently will buy only 69. One 
paper can be had for 6 cents and six 
for 7 cents. ANPA reveals other odd 
uses for pennies (for seven papers 
12 cents and for one 13 cents.) But 
a nickel now merely helps to pay for 
157 Sunday papers at 15 cents, for 
49 at 20 cents, and for 7 at a full 
quarter. 

As with other media, newspapers’ 
advertising rates have climbed quite 
steadily through this period. But ex- 
cept for the many “monopoly” mar- 
kets, there are easier ways today of 
making a million. In the still-highly 
competitive New York market, only 
three of the seven dailies are said to 
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Customers prefer 
lock-tight 
easy-opening Can Bands 


Container Corporation’s 
popular multipacks combine 


safety and convenience— 


1. Cans are tightly locked. 
Fold-back tab locks under chime to 
hold cans in securely. They can 
not fall out. Save dealers damage 
losses. Prevent consumer 


embarrassment and annoyance. 


2. Are easy to open. 
Perforated strip tears back 
quickly. Permits finger-tip 


removai of center can. 


Extra advantage: Can Bands can 


be hand-loaded or machine-loaded. 


Write or call 


CONTAINER CORPORATION 
OF AMERICA 


38 South Dearborn Street, 


Chicago 3, Illinois, and 42 other cities 
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have made money in the last two 


REMARKABLE ROCKFFOR D years. 


Predominant items in newspaper 
ILLINOIS cost are wages and newsprint. Take 
the newsprint trend, for example: Be 
tween 1933 and 1941 its cost edged 
forward slowly from $41 to $51 a 
ton. By the end of 1945, still price 
regulated, it reached $63. Then in the 
next three years newsprint climbed to 
$101 a ton. Early this year it reached 
$135, and some mills are now raising 


Drices again. 


IN DEPARTMENT 
STORE SALES Raise Was Sharp 
INCREASE ‘J he New York evening papers 


probably increased buyer resistance by 

their sudden sharp raising of prices. 

- »« MORE PROOF THAT West Coast papers met some resist 
ROCKFORD IS EXPANDING ann e when they boosted from 5 to 


7 cents, but little at all when they 
ON ALL FRONTS...AND IS moved on to a dime. 
THE No.1 CITY 


‘The World Telegram ‘f Sun, as 
Py he GAS - the first of the New York evening 


ling 125 | Metropoli IN ILLINOIS 


A REMARKABLE 13 COUNTY MARKET OF HALF A MILLION PEOPLE 


FIRST 4 MONTHS 1957 


up over 19% same 
PERIOD 1956 


(National Average only 2%) 


group to charge a dime, says one of 
ifs executives, got the brunt of the 
“blame.” ‘This newspaper raised on 
March 19. ‘The Journal-A merican 
followed the next day, and the Post 


ROCKFORD MORNING STAR — pe months ended | ine 
Rockford Register-Republic 


30 the World-Telegram’s circulation 
Represented Netionally by BURKE, KUIPERS & MAHONEY, INC 


COVERED COMPLETELY BY ONE MEDIA 


PUT ROCKFORD 


AT THE TOP IM ILLINOIS 

— declined to 468,133 from 588,522 in 
the same quarter of 1956. ‘The Jour 
nal-American fell from 723,258 to 
585,121, and the Post from 420,709 
to 350,837. The World-Telegram 


points out, however, that in June 


HOUSEWIVES RELY HEAVILY ON FOOD ace 8 
ADVERTISING APPEARING IN NEWSPAPER 


lation dropped 27%. But 

In a survey made by Publication J a 
ps , lation to provide a “cushion” for it. 
Research Service of Chicago, the ol 
question “DO YOU REFER TO 


2 Battle Creek Surveys Reveal .. . 


gained every week since.” 

A Journal-A merican executive ex 
plains that prior to the price boost 
his newspaper had “inflated” circu- 


a Post man, reporting the 
smallest percentage loss empha iZes 


NEWSPAPER ADS BEFORE PUR- 
CHASING FOOD?” was asked 300 


that the city’s morning newspapers are 
not profiting at the PMs’ expense. 
One result has been to reduce dup 


women. Seventy per cent replied 
l yes In the 30 to 44 age group 
this percentage jumped to 77% 


lication among evening paper buyers. 
Another may be found, as one of these 
executives puts it, in the fact that 
“advertisers welcome our realisti ap 
proac h to the cost problem.” 

In the newspaper’s own survey conducted among 648 families The End 
in the city zone, the question was asked, “WHAT ADVERTIS 
ING IS MOST HELPFUL TO YOU IN YOUR FOOD SHOP 
PING?” More than 3 out of 4 (79%) replied that of all media, 


advertising in the Enquirer and News was most helpful 


Post-Vacation Blues? 


“When you go on vacation 
some things have to go wrong 
or you tend to feel really ex 
pendable when you get back.” 


FOR ADDITIONAL DETAILS ON THIS SURVEY WRITE CENERAL ADV. DEP'T 


BATTLE CREEK ENQUIRER ann NEWS 


MICHIGAN 


Nicholas Samstag 
director of promotion 
Member of Federated Publications 


Time Magazine 
Cereal Food 


Capital of the World 


REPRESENTED NATIONALLY BY 
SAW VER -FERGUSON-WALKER COMPANY 


SALES MANAGEMENT 


*in cose you haven't met these three 
media experts before: Hi stands for high 
acceptance; Brod for broad market cover 
age and Lo for low cost. They all apply 
of course, to the Post-Gazette. Why not 
put them to work for you! 


How Much is More? 


Results really multiply when you advertise wisely in America’s 8th Market, 
Pittsburgh—where 3 million consumers annually spend $3% billion dollars. 
“Advertising wisely’ is another way of saying “‘in the Post-Gazette’’— 
with its high acceptance, low cost and broad coverage (the whole market, 
not just part of it). A real set of sales-building triplets—and only the Post- 


Gazette offers all three! That's why .. . 


yES! Gomtt119 HAS Hapyoened. in Pitaturgh} 


Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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All good selling is 
specialized 

. and nothing 
specializes 

like the 


business press 


We'll pay fora Heinz Hot Plate Lunch 
for 6 of your customers 


HEINZ (57) HOT PLATE LUNCHES 


Yow Kamm (C+ (hunt Beomwee 10+ Herne 


Heinz Guarantees: 
This portion-pack 
hot-food kitchen pays 
for itself in 90 days 


That means profit 
the first year up to 4 times 
your equipment investment 


ee ee rd 


HEINZ (ef [0eT0ON-MCK FOODS 


TWELVE LOW COST IDEAS TO INCREASE 
APPETITE APPEAL WITH HEINZ PICKLES 


FREE: (eas fo Ore 
Tewlue pages of deticinss prc tle bean 


How Heinz uses 


businesspapers to sparkplug 
monthly promotions 


OBJECTIVES: The Heinz Hotel & Restaurant Division sells to the 
mass feeding industry through several types of food distributors. 
Its 300 special Hotel & Restaurant salesmen call regularly on tens of 
thousands of eating places in support of these distributors and leave 
many tens of thousands more to be sold by the wholesalers themselves. 


Heinz, therefore, must depend heavily on advertising designed to 
sell the way successful Heinz Salesmen do—by offering benefits and 
proving them with actual samples of food—in a campaign whose 
primary purpose is to find good, qualified prospects. 


Each ad pushes a different product each month—providing: A 
Mr. B. D. GRAHAM ; ; 
Vice President, Marketing sparkplug for the monthly Heinz selling drive. ..a down-to-earth 
H. J. Heinz Company selling piece for salesmen to talk from . . . and a continuous reminder 
to the mass feeding industry of the vigor, dependability and quality 
of the Heinz operation. 


SCHEDULE: Four color spreads in 14 merchandising, institutional 
and professional publications. 


RESULTS: 1. Although H. J. Heinz will not release exact figures as 
a matter of policy, the campaign pulled several times more inquiries 
than any previous trade campaign in the company’s history. 

2. All coupons were answered by personal calls from 
Heinz salesmen. It paid off handsomely in the percentage of con- 
versions to new business. 


3. 5 Heinz monthly selling drives broke all previous 
records for the product featured in the ad that month. 


4. Heinz salesmen were still using the first ad in the 
campaign as a selling piece—eight months after it had run. 


AGENCY: Ketchum, MacLeod & Grove, Inc. 


THE ASSOCIATED BUSINESS PUBLICATIONS 


J 
“FAST FACTS...’ 1957 edition of this popular vest pocket 
compendium of businesspaper information is off the press 
and available upon request to ABP—or to any ABP publication. 
Fast-reading. Up-to-the-minute. Factual. Answers your ques- 
tions about ad volume, circulation, advertising results. 


LOOK FOR THESE SYMBOLS: 
You will find them on all mem- 
bers of the Associated Business 
Publications .. . leading busi- 
nesspapers, working together to 
give their readers—and their ad- 
vertisers—more for their money! 


205 East 42nd St., New York 17, N. Y. © 201 North Wells St., Chicago 6, III. ¢ 925 15th St., N. W., Washington 5, D. C. 


“Our greatest challenge... 
the development of men”’ 


Ralph Cordiner, President, General Electric Company 


“Few expenditures we can make are more 
important than those for education. A well- 
educated person produces more and consumes 
more, makes wiser decisions at the polls, 
mounts a stronger defense against aggression, 
and is better able to perform the grave re- 


sponsibilities of American citizenship. 


‘*F'reedom needs educated people. So do busi- 
ness and industry. I earnestly ask you to 
support the college or university of your 
choice in its planning for expansion and a 
stronger faculty. The returns will be greater 
than you think.” 


If you want more information on the problems faced by 


higher education, write to: Council For Financial Aid To 


Education, Inc., 6 E. 45th Street, New York 17, New York 


Sponsored asa public Service 


Keer (Tt SmrOonrT 


, in cooperation with the Council for Financial Aid to Education 


SALES MANAGEMENT 


HIGHER EDUCATION 


Blaw-Knox Gets a Grip 


On Over-Decentralization 


page 31) 


rolls, the sales groups of these prod 
ucts were integrated, with headquar 
ters at the company’s new 
offices. A strengthening of 
castings sales was effected with the 
formation of regional offices in Pitts 
burgh and Chicago... .”’ 

“In preparation for the rising de 
mand for road-building equipment 
(the $41 billion, 13-year Federal 
State program), teams of company 


central 
similar 


sales personnel visited construction 
equipment dealers in major areas of 
the country 

“The company’s annual sales con 
ference (the third for all sales and 
higher-management people) proved 
an effective means of strengthening 
Blaw-Knox objectives ‘a 

‘The divisions now also have regu 
lar sales meetings. Pittsburgh helps 
to set them up, and Snyder and Rod- 
gers are frequent speakers, 

Back in 1906 one Moses Lehman 
was bit by the diversification bug. 
A prosperous Pittsburgh shoe retailer, 
Lehman saw big opportunities in 
steel. He formed a company to ac 
quire a collapsible steel form for the 
construction of tunnels, sewers and 
aqueducts, invented by a Joseph Blaw. 

While second son, Albert, ran this 
business, Moses helped his oldest, [1 


Vin, to embark on a separate ven 


ZA!) 
ovitaam 
MOOR 


“Miss Clark has outsold you men four months in a row 
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ture based on a water-cooled steel 
door and frame for open-hearth fur 
naces, devised by a Luther Knox. A 
third son, Chester, who stayed longer 
in the shoe business, today is the sole 
surviving Lehman on Blaw-Knox’s 
board. 

Steel companies adopted the Knox 
Lehman's listed a $17-million-a-year 
business on the New York Stock Ex 
change. (Today, none of the share 
holders owns more than 1% of Blaw 
Knox. ) 

\fter Albert and Irvin Lehman 
died in the mid-1930’s their successors 
resumed the ‘acquiring.’ After the 
Frank Cordes 
(second cousin of Cord Snyder), 
William P. Witherow tried to pre 
side over Blaw-Knox for 15 years. 
Witherow stressed top-level contacts 
As president of the National Asso 
ciation of Manufacturers, and other 
wise, he made plenty of them. 

His pre-World War II acquisi 


tions which still survive (some did 


brief presidency of 


not) include prefabricated piping and 
fire-protection systems and still an 
other foundry and 
During the war 


machine outfit. 
Blaw-Knox sales 
soared from less than $20 to $141 
million. Even after subtracting about 
one-third of the latter figure as re 
imbursement by the government for 


I'd like an explanation!” 


field construction on defense plants 
Witherow still could show that he 
had multiplied the business five times 
He diversified: Wartime work in 
synthetic rubber led to the Chemical 
Plants division. Witherow went out 
to Minnesota to add plant equipment 
for such industries as chemicals, foods 
Later 
makers of concrete 
and black top pavers; All-Purpose 
Spreader Co., ‘Tri-Lok open. steel 
flooring, and of course Continental 
After the war Blaw-Knox sales 
despite acquisitions, skidded trom 
$141 to $46 million. Witherow, at 


63, had not developed his own re 


metals and gas. 


icquisition 


have included 


director 
decided to pick for him. ‘They came 
up with Cord Snyder—but retained 
Witherow as a consultant 


placement, lhe company: 


Snyder had been one of those in 
division head He had 
run Lewis efhciently for nine year 
when he left, in 1945, to become 


door to protect furnace-tender 


dependent 


trom 
3,000-degree heat, and builders put 
Blaw’ 
projects as the Panama Canal and 
New York City’s aqueduct. In 1917 
Blaw Steel Construction Co. and 
Knox Pressed and Welded Steel Co 


were combined as Blaw Knox 


form to good use on such 


Spread Out in 20's 


The 1920's, and 


saw the 


notably 1929 


| ehmans really preading 


themselves acquiring bu ‘ss en 
gaged in making pressure for 
chemicals, radio towers, gla lean 
ers, road-building equipment ind 
four foundries. One of the last wa 
ra Lachine y 

Cord 


Snyder was on his way to becoming 


Lewis Foundry 


where a young man named 
shop superintendent * was to 
serve as Sales manager and then presi 
dent, Lewis Division Blaw-Knox 

On April 2 in dismal 1930. the 
president of Continental uindry & 
\Vlachine for more mone 

He joined Kopper 

ed a ice-president in 
engineering, construction and ! 
Chilean comy 
tee] plant and then managed 
pers’ Metallurgical department 
became pre ident of two j diarve 


He liked Koppers and the hal 


lenge of 


operation of a 


a bigger job. But after 
couple of months’ consider: 


went back to Blaw Knox 


In some wa the company 


$7, 
we 
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Use them for fast, Glddomilic territory analysis 


By using only those cards conforming to your 
particular sales territories, you can conven- 
iently apply the May 10, 1957 SaALeEs MANAGE- 
MENT Survey of Buying Power to your own 
market areas 


Market Statistics, Inc. will prepare these IBM 
analyses for you quickly. Or if you have your 
own IBM installation, you can prepare them 
automatically in your own office, as do over 
200 leading companies today. 

In addition to the factors shown above, many 
other specialized indexes are available on county 
cards; Index of Urban Demand (for styled 


merchandise), Index of Office Equipment De- 
mand, Index of Resort Activity, Growth Factors 
(to isolate areas of rapid or slow growth) TV 
homes as of January 1, 1957, plus all major 
Census marketing benchmarks (age, distribu- 
tions, etc.) 


It is only necessary to determine what factors 
(or combinations thereof) would reflect de- 
mand for your product. If you have any ques- 
tions on this, you may without obligation 
consult with our staff for correlation studies 
of your own sales to isolate your key marketing 
factors. 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT MAGAZINE 
432 Fourth Avenue, New York 16, N.Y.—MU 4-3559 
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was moving toward more effective co- 
ordination. Blaw-Knox has had a 
Market Research Department since 
World. War II. In addition to pro- 
moting individual lines in such media 
as business papers (currently 125 of 
them), it has sought to show in maga- 
zines for 15 years that Blaw-Knox 
was at least as big as the sum of its 
parts. 

Current corporate advertising in 
Business Week, Fortune and U.S. 
News & World Report emphasizes 
that “BLAW-KNOX makes what it 
takes . . .” for jobs ranging from 
ready-mixed concrete for super-high- 
ways to a 35-ton cast-steel tower 
saddle to suppdrt the main cable for 
the new Straits of Mackinac bridge 
in Michigan. 

Over a year, in this series, at least 
one ad spotlights each of the seven 
operating divisions. Stronger lines, 
such as television towers, however, 
may “lend” their space to weaker 
ones, such as power. 

Paul Vollmer became advertising 
manager two years ago, replacing 
A. E. Hohman who became coordina 
tor of special sales. Ketchum, Mac 
Leod & Grove, Inc., Pittsburgh, is 
now the agency for the corporation 
and all its divisions. 

At Snyder’s request, Vollmer “‘sells”’ 
the entire annual advertising program 
to the board. Some directors, Vollme1 
says, “questioned the ‘high cost of 
national publications.’ We use them 


because so many of our products re- 
quire capital investment by the cus- 
tomers. For this reason we also mail 
proofs of our ads to 8,000 banks and 
investment houses, as well as to top 
officers of many large companies.” 


Expanding Ad Budget 


The six years of Cord Snyder's 
regime have seen the total advertising 
budget grow from $677,773 to $l, 
170,787. Business paper expenditures 
have expanded from $324,633 in 1952 
to $480,170 in 1957; “national pub 
lications,”’ from $89,972 to $154,512 
Over the whole period the newspaper 
budget has fluctuated between $10, 
000 and $26,000, and this vear will 
be $19,376. Steady expansion has 
been made in catalogs, from $90,450 
to $144,012; direct mail, from $44, 
654 to $118,500, and mechanical 
costs, $104,151 to $172,317. 

Since 1954, when it became a mod 
est item in the overall budget, “prod 
uct publicity” has trebled to $52,500 
Since 1953, when Blaw-Knox started 
to include exhibits and “giveaways 
and souvenirs” respectively, with 
$39,040 and $30,000 these items 
increased, and then dwindled. In 
1957 exhibits will get $14,000 and 
souvenirs $15,400. 

Newspapers are used primarily for 
corporate advertising in their early 
year state-of-the-economy issues. 

In addition to more thorough “pro 


38-50. 


It will be treated in strict confidence 


Box #3359 Sales Management 


Our company is a leader in its industry with 


outstanding brand and trade names. We 


Vice ime m 


qualified packaged food Sales Manager with 


excellent opportunity for a well 


strong experience in directing a nationwide 


President sales force and who has a working know! 


edge of advertising and merchandising. Age 


Marketing This position will appeal to an aggressive 


and ambitious sales executive desiring to 
associate himself with a profitable and well 

$45,000 managed firm with annual sales in excess of 
$40,000,000. Excellent capital gains oppor 
tunity through a stock option. 


Your reply may be brief and should includ 
present connection, age and home telephon« 
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iY and 
/) Excellent Service 


ae Than Quality Products 


A wealth of background information 
and incentive merchandising experience is 
at your disposal. 


Our advertisers personnel can and will 
render concrete marketing suggestions — 
and why not? Premium Practice advertis- 
ers represent some of the nation's best 
known producers of consumer goods and 
services. 


There's plus marketing assistance avail- 


able when you contact Premium Practice 
advertisers. 


SALES MANAGEMENT 


gramming” of messages to prospects 
and “influencers,” Blaw-Knox now 
schedules direct mail to merchandise 
all advertising Some 
ads in one portfolio showed 
highway equipment at work on the 
Massachusetts I'urnpike and Florida’s 
Sunshine State Parkway; a polyvinyl 
chloride plant built by the 
Chemical Plants division; a montage 
on transmission towers; steel forms 
concreting the St. 


to all salesmen. 
recent 


resin 


Lawrence Seaway, 
corporate insertions. 
In another 


and current 
portfolio, a four-page 
Blaw 
Knox trademarks on products for the 
metals industries. 


business paper ad shows all 


Sometimes, in 
stead of products, the company pro- 
motes a new catalog of this division. 
In answer to inquiries salesmen may 
deliver the catalogs in person. 
Some booklets reve al B K’s services 
in a certain “area,” such as fats and 
oils. . . . One application now being 
more heavily advertised is steel grat 
ing for railroad crossings. 


To wet the 


every 


“mileage” 
dollar, 
repeats ads that have 
cially effective. 
Meanwhile, the 


dropped the 


most trom 


Blaw-Knox 


proved espe 


advertising 


company has 
expression, “a depart 
ment store of industry,” to stress its 


It has 


“steel’s part 


services to specific industries. 


become, for example, 
ner. 

Re-centralization is giving the men 
who sell the 400 or 4,200 wares a 
new concept of their company its 
past and creativeness, and 
their bigger future with it. 

Development and Research Dire 


present 


tor Jurgensen tells them that in a 
half-century 676 patents were issued 
to Blaw-Knox. Seventy-five of them 
were awarded in the last five years. 
Meanwhile: The Fabrication Divi 
sion has opened a_ pilot 
beneficiation. ‘Lhe 


plant to! 


Iry 


gravel Foun 
and Mill Division is developing 
“vield a 


sheet in a width almost 50% 


a mill 
for aluminum foil, to thinner 
greate! su 
at a speed twice as fast as ever before. 
A new Blaw-Knox structural mill for 
steel would 


“greatly surpass any 


present-day tonnage.’ Other projects 
extend from 
in metals and 


liquor” to electronic 


“tempering brittleness” 
“disposing waste pickle 
computing of 
pipe stresses, 

Phillips, market research 


also keeps a continual eye on 


Loring 
director, 
prospective acquisitions. [very week 
a possible “buy” appears. But he 


vestigates thoroughly and report 
the board only on three or four com 
panies a year. ‘The criteria, he says 
are: current strength, 
tials and 
effort.” 
Especially, Cord Snyder would do 
more, and better, with what Blaw 


Knox already has. He is bullish, for 


instance, 


growth poten 
“adaptation to our fields of 


about road building. Blaw 
Knox boasts the ‘ 


of such equipment. 


only complete line”’ 
Its production is 
now concentrated in a new plant at 
Mattoon, Ill. “Each $1 
crease in highway construction,” Sny 
der explains, ‘will create an addi 
tional $19 million market for the 
sort of equipment we make. 

we should be able to 
$8 million.” 


billion in 


apture 
The End 


of the 
MID-WEST 


K. 


rouxtanb| 


SIZZLING with 
these choice 
[tes features: 


797,600 
Income 


© Parm tncome (1955) 
Neatly double the 
national ave of 46.42%) 
FLAVORED with the dom 
inating coverage of the Sicous 
City Newspapers——serv ng 300 000 
daily readers, 


The Sioux City Journal. JOURNAL-TRIBUNE 


REPRESENTED NATIONALLY BY JANN & KELLEY, INC. 
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IN LOS ANGELES 
THEY SAY 
“TIMES, FIRST OF. ALL” 


-E Industrial 
advertisers 
place 60.2% 
of ALL their 
Los Angeles 
metropolitan 

newspaper 
linage in 
The Times 


(Source: 
Media Records, 
Ist six months of 1957.) 


National industrial advertisers place 
The Times first by far among news- 
papers in this industrial metropolis 
of the West. Considerably more than 
half their Los Angeles newspaper 
advertising linage is in The Times. 


LOS ANGELES 


TIMES 


Represented by Cresmer & Woodward 
New York, Chicago, Atlanta, San Francisco, Detroit 
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September Retail Sales To Show 4% Gain 


Research Director 


By DR. JAY M. GOULD, 


Sales Management's Survey of Buying Power 


Retail sales in September will prob 
ably run to $16.2 billion, a four per 
over last September. ‘The 
Retail Sales Box shown below 
cates that sales the first 
months of the year have been running 
5.8% 
of 1956, boosted in part by a rather 


cent gain 
indi 
for seven 


over the corresponding period 


good July performance. Automotive 
sales in the summer months ran some 
what better than expected, scoring a 
ten percent gain in July. Used cars 
must have sold unusually well, be- 
cause new car sales in July were down 
seven percent. Thus, there is still a 
backlog of about 700,000 unsold new 


cars in dealers’ hands which must be 
moved before the new models begin 
to arrive in October and November. 
September automotive sales will prob- 
ably not prove a significant factor, 
even though the new Edsel will come 
on the market in that month. 


The Box shows 


Score too that 


Retail Sales Box Score 


Food 

Eating & Drinking Places 
General Merchandise 
Apparel 

Furniture & Appliances . 
Lumber, Building, Hardware 
Automotive 

Stations 
Drug & Proprietary 


*Total 


Gasoline Service 


Sales 


7-Month Totals 
$ Millions 
1957 1956 
26,855 24,978 
8,328 8,158 
10,727 10,528 
6,281 5,944 
5,805 5,753 
7,757 7,785 
23,195 21,476 
8,578 7,757 
3,498 3,253 


112,054 105,958 


*Includes data for kinds of businesses not shown in above nine categories. 


Cha 
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July 
$ Millions 
57 1956 
3,628 
1,306 
1,414 
768 
846 
1,270 
3,065 
1,239 
464 


15,362 


19 
3,980 
1,343 
1,523 

847 
871 
1,264 
3,383 
1,362 
510 


16,705 


7.5 
2.1 
1.9 
5.7 
0.9 
0.4 
8.0 
0.6 
7.5 


SALES MANAGEMENT 


aside from autos, the retailing year 
so far has been good for nondurable 
lines—food, gasoline and drugs. But 
one of the most consistently laggard 
retailing lines is general merchandise, 
which through the first seven months 
of 1957 has gained less than two per- 
cent, pointing to actual declines in 
unit volume since the retail price 
level has gained three percent in that 
time. ‘Total department store sales 
from January Ist through to the end 
of August registered a two percent 
gain, according to independently de 
rived data from the Federal Reserve 
Board. 

The relative lag of department 
store sales behind all other retailing 
is a long term phenomenon, as is viv 
idly underlined in a new study by 
R. D. Entenberg on “The Changing 
Competitive Position of Department 
Stores in the United States” (Uni- 
versity of Pittsburgh Press). Depart- 
ment store sales accounted for 9.0 
percent of total retail sales in 1929, 
as against 6.4 percent in 1957. Viewed 
in another way, the “department store 
market”, defined to include all lines 
generally sold in department stores 
represented 42.7 percent of total per- 
sonal consumption expenditures in 


1929, 38.2 percent in 1939, and 31.7 
percent in 1953. Dr. Entenberg con- 
cludes that “if the department store 


position is to be improved, it must 
be done either by increasing its share 
of the present market or by intro 
ducing new lines that are not in the 
present scope of the department store 
market”, 


Among the states expected to re- 
port better-than-average performance 
for this September as compared with 
last September are: 


Alabama New Mexico 
Arizona North Dakota 
Florida Utah 


The leading cities, those with a 
City-National Index well above aver 
age are: 


Middletown, Conn. 
San Diego, Cal. 
San Jose, Cal. 
Orlando, Fla. 
Lexington, Ky. 
Florence-Sheffield- 
Tuscumbia, Ala. 
Sacramento, Cal. 
Savannah, Ga. 
St. Petersburg, Fla. 
Lawrence, Mass. 


Trenton, N. J. 


117.7 
116.6 
115.6 
113.7 
112.5 


112.3 
111.9 
111.8 
110.8 
110.8 
110.0 
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109.0 
109.0 
108.3 
108.2 
108.2 
108.2 
108.1 


New London, Conn. 
Galveston, ‘Texas 
Beaumont, Texas 
Phoenix, Ariz. 
Passaic-Clifton, N. J. 
Paterson, N. J. 
Miami, Fla. 


Sales Management's Research Depart 
ment with the aid of Market Statistics, 
Inc., maintains running charts on the 
business progress of 302 of the leading 
market centers of this 
Canada 


country and 


Monthly data which are used in the 
measuring include bank debits, sales tax 
collections, Department of Commerce sur- 
veys of independent store sales, Federal 
Reserve Bank reports on department store 
sales 


The retail sales estimates presented 
herewith cover the expected dollar figure 
for all retail activity as defined by the 
Bureau of the Census. The figures are 
directly comparable with similar annual 
estimates of retail sales as published in 
SM’s Survey of Buying Power 


Three Index Figures Are Giwen, the 
first being “City Index, 1957 vs. 1948.” 
This figure ties back directly to the official 
1948 Census and is valuable for gauging 
the long-term change in market. It is 
expressed as a ratio. A figure of 400.0, 
for example, means that total retail sales 
in the city for the month will show a 
gain of 300% over the same 1948 month 
In Canada the year of comparison is 
1951, the most recent year of official sales 
Census results 


The second figure, “City Index, 1957 
vs. 1956” is similar to the first except 
that last year is the base year. For short 
term studies it is more realistic than the 
first, and the two together give a well 
rounded picture of how the city has 
grown since the last Census year and how 
business is today as compared with last 
year 


The third column “‘City-National Index, 
1957 vs. 1956,” relates the city’s changes 
to the total probable national change for 
the same period. A city may have this 
month a sizable gain over the same 
month last year, but the rate of gain 
may be less—or more than that of the 
nation. All figures in this column above 
100 indicate cities where the change is 
more favorable than that for the U.S.A 
The City-National Index is derived by 
dividing the index figure of the city by 
that of the nation. 


The Dollar Figure, “$ Millions,” gives 
the total amount of retail sales for the 
projected month. Like all estimates of 
what is likely to happen in the future, 
both the dollar figure and the resultant 
index figures can, at best, be only good 
approximations, since they are necessarily 
projections of existing trends. Allowance 


is made in the dollar estimates for the 
expected seasonal trend, and 
movement 


evelical 


These exclusive estimates are fully pro 
tected by copyright. They must not be 
reproduced in printed form, in whole or 
in part, without written permission from 
SALES MANAGEMENT, INC. 


Suggested Uses for These Data include 
(a) special advertising and promotion 
drives in spot cities, (b) a guide for your 
branch and district managers, (c) revis 
ing sales quotas, (d) checking actual per 
formances against potentials, (¢) basis of 
letters for stimulating salesmen and fore 
stalling their alibis, (f) determining 
where drives should be localized 


% Cities marked with a star are Pr 
ferred-Cities-of-the-Month, with a level 
of sales compared with the same month 
in 1956 which equals or 
national change 


exceeds the 


RETAIL SALES FORECAST 
(S.M. Forecast for September, 1957) 
City 
City City Nat'l 
index Index index ‘ 
1957 1957 1957 (Million) 
vs vs “s September 
1948 «41956 «61956 1957 


United States 


146.2 100.0 16,206.00 


Alabama 1509 209.46 
® Birmingham 144.5 41.40 
& Florence-Sheffield 
Tuscumbia 192.9 
& Gadsden 135.7 
® Mobile 173.7 
Montgomery 163.6 


Arizona 190.7 
*& Phoenix 194.2 
Tucson 195.3 


Arkansas 1269 1000 
Fort Smith M404 9646 
Little Rock-North 
Little Rock 147.3 101.8 


California 105.6 101.5 1,615.64 
Bakersfield 9.2 DA 15.98 
w® Berkeley 104.7 100.7 12.94 
Fresno 979 941 23.73 
® Long Beach 104.9 100.9 47.41 
%& Los Angeles 105.2 101.2 324.45 
w& Oakland 106.0 103.4 60.83 
Pasadena 102.4 V8.5 22.74 
Ww Riverside 106.6 102.5 10.99 
& Sacramento . 1164 1119 41.69 
San Bernardino 976 938 14.04 
*% San Diego 121.3 11646 64.83 
San Francisco 101.7 974 103.34 
*% San Jose 120.2 115.6 30.05 
Santa Ana 101.7 978 14.01 
& Santa Barbara 106.7 102.6 8.49 
Stockton 97.3 93.6 14.96 
Ventura lw1l9 We 5.42 
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New London’s 
Amazing 
Auto Sales! 


New London average 
family auto sales have soared 
to $1849-—~higher than any 
ther Connecticut city with 
» population of 25000 or 
This high-spending city 

»s regally. (SM ‘57 Survey) 


To boost your sales eas 
ily surely cover this isolated 
61,547 ABC City Zone in 
The Day—New London's only 


daily newspaper 


Che Day 


NEW LONDON, CONNECTICUT 


Notional Representatives 
GILMAN, NICOLL & RUTHMAN 


WS 


EA}. gs 


~ 


27,500 Families 
Averaging $1,367 


for Groceries 


With 


come, Norwalk area fami 


$8,846 average in 


lies live well, entertain 
freely. Food purchases are 
$478 


above the national! 


family average—total $37 


mo O00) 


(,ood families to have as 
custome You can reach 
and sell them economically 
through the Hour, the mat 
ket’s local daily. 


The Norwalk Hour 


NORWALK, CONN. 


96% Coverage of A.B.C, 
City Zone (60,425) 
"7% Coverage of 

The Trading Area 


Represented by 
The Julius Mathews Special Agency, /nc 


HIGH SPOT CITIES 


RETAIL SALES FORECAST 


See the Survey of 

B Power for 

full population, sales 
and income data 

on these cities. 
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RETAIL SALES FORECAST 
(S.M. Forecast for September, 1957) 
City 
City City Nat'l 
Index Index index . 
1957 1957 1957 (Million) 
September 
1948 1956 1956 1957 


vs vs vs 


Colorado 159.1 100.6 169.54 

Colorado Springs 261.5 96.0 12.41 
w® Denver 160.1 102.2 69.39 
tw Pueblo 176.0 104.2 9.88 


Connecticut 165.1 100.4 = -271.33 

Bridgeport 126.4 98.5 22.29 

& Hartford 150.5 107.4 33.86 
& Meriden 

Wallingford 155.8 100.1 7.75 

we Middletown 168.5 117.7 4.79 

New Haven 143.0 98.4 24.89 

tw New London 172.8 109.0 6.93 

& Norwich 169.2 100.1 5.01 

Stamford 183.7 94.7 12.66 

Waterbury 144.6 93.9 13.47 


Delaware 1425 1026 45.62 
Wilmington 142.1 103.6 22.39 


District of Columbia 


120.8 103.4 
Washington 120.8 103.4 


Florida 239.1 109.9 
w& Fort Lauderdale 350.8 109.9 

Jacksonville 182.1 102.4 
*& Miami 220.0 112.4 
& Orlando 274.2 118.2 
w Pensacola 242.8 109.7 
® St. Petersburg. 254.4 115.2 
w Tampa 249.1 111.3 


Georgia 
Albany 

® Atlanta 
Augusta 
Columbus 
Macon 


w® Savannah 


Hawaii 
tw Honolulu 


Idaho 


Boise 


lilinois 102.9 1,030.65 
Bloomington 103.4 5.92 
Champaign 

Urbana 101.8 


MERIDEN-WALLINGFORD 


CONNECTICUT'S 
BULL’S-EYE MARKET 


“The Whole Shebang” 
With ONE buy! 


Easy as that — The 
RECORD & JOURNAL give 
you 97%, coverage of the 
rich Meriden - Wallingford 
area! It’s a $90,622,000 re- 
tail market*, which Hartford 
and New Haven papers 
hardly even scratch. Ask for 
full market data now. 

*SM ‘57 Survey 


The ‘Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 


National Representatives: 


Gilman, Nicoll & Ruthman 


MIDDLETOWN 


Building Materials-Hardware 


38% Above Average 


Paint or storm sash, cement or insulation, 


do-it-yourself iterns or garden supplies—you 
can sell Metropolitan Middletown families 
38% more than you can sell the average 
American family. 

Lumber - building materials - hardware sales 
total $8,237,000—average $387 per family, 
$106 above the U. S. average . . 


highest family sales of Connecticut's metro- 


. second 


politan areas. 


There it is again—o/ways more in Metropoli- 
tan Middletown . . 


The Press. No combination of outside news- 


. covered thoroughly by 


papers comes anywhere near equaling its 


coverage of Metropolitan Middletown. 


MIDDLETOWN PRESS 


MANAGEMENT 


"Stamtord's Worth Watching’ 


$156,387,000 
RETAIL SALES 


Stamford’s retail sales are 
61% above average volume 

reflecting Stamford’s rank as 
the state’s richest large mar- 
ket with $8,436 income 
per family. Another reason to 
the 


schedule Advocate 


with 
its 97° unmatched coverage 


of Stamford homes. 


Stamford Advocate 
STAMFORD, CONN. 


Represented by 
The Julius Mathews Special Agency, Inc. 


THIS Is Eastern Connecticut 


$199,803,000 
ISOLATED 
Retail Sales 


49,000 families in Eastern 
Connecticut spend almost 
$200 million for retail goods 

and the Norwich Bulle- 
tin is the only newspaper 
that gives your advertising 
a broad solid impact on 
their pocketbooks. You 
can’t sell Eastern Connecti- 
cut with the fringe circula- 
tion of outside newspapers. 


Norwich Bulletin 


and Norwich Bulletin-Record (sundays) 
NORWICH, CONN. 


Bulletin 
24,487 Daily 
Represented by 
The Julius Mathews Special Agency, Inc 


Sunday Record 
20,629 
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| HIGH SPOT CITIES 
RETAIL SALES FORECAST $ 


pee the Survey of 
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RETAIL SALES FORECAST 
(S.M. Forecast for September, 1957) 

City 

City City Nat'l 

Index Index . 
1957 1957 (Million) 
vs. vs September 

1948 1956 1957 


Index 


(cont'd.) 
129.7 
122.3 
150.8 
157.6 


Ilinois 
*& Chicago 
Danville 
Decatur 
w& East St. Louis 
& Moline-Rock Is 
land-E. Moline 137.0 
112.7 
161.4 
138.0 


Peoria 
Rockford 
Springfield 


Indiana 
w® Evansville 
Fort Wayne 


137.9 
142.2 
134.7 
153.5 
1419 
131.0 
149.8 
119.1 
120.0 


101.9 
107.1 

99.0 
102.6 
100.4 
106.9 
103.2 
103.8 
102.8 


411.44 
16.85 
19.70 
18.38 
70.06 

5.93 
8.42 
17.16 
9.68 


Gary .. 
Indianapolis 
& Lafayette 
Muncie 
South Bend 


Terre Haute 


lowa 
Cedar Rapids 


122.8 
136.2 
125.8 
127.4 
111.9 
122.2 
127.0 


100.6 
98.1 


265.90 
11.55 
103.0 11.15 
101.8 26.81 
103.5 5.91 
101.5 11.79 
102.4 9.15 


Davenport 
Des Moines 
Dubuque 
Sioux City 
Waterloo 


Kansas 
Hutchinson 


131.3 
109.5 
136.2 
165.0 
232.3 


100.8 
94.5 
97.6 

102.6 

104.2 


Kansas City 
Topeka 
& Wichita 


140.0 
145.8 
1448 
146.9 


101.4 
117.0 

98.4 
105.9 


Kentucky 

ww Lexington 
Louisville 

& Paducah 


Louisiana 
*% Baton Rouge 
Lake Charles 
w% Monroe-West 
Monroe 


166.0 
206.0 
218.9 


104.9 
108.7 
102.2 


170.5 
w& New Orleans 155 
154.3 


109.4 
106.3 
Shreveport 101.6 
Maine 


Bangor 


133.7 
143.8 


100.6 
103.4 


FOOD SALES 
$1,200 Per Family 


Kennebec County has the highest 
Maine 
above the l S. av 
erage add $27, 


720,000 market 


food sales in They 


$311 


family 
towel 
up to a big 
To pre-sell Maine's best food 
buying families on your brand be 
they 


fore start heaping up those 


grocery carts, schedule the coun 
ty’s basic advertising medium, In 
the Augusta Kennebec Journal you 
cover Augusta (state capital, coun 
and 


ty seat) completely 


blanket the greater part of the 


county's homes 


AUGUSTA 
KENNEBEC JOURNAL 
AUGUSTA, MAINE 


Represented by The Julius Mathews 
Special Agency, Inc. 


AUTOMOTIVE SALES 
Clocked at 


51% ABOVE PAR 


Biddeford-Saco is York County's auto 


motive sales center. Purchases in local 


automotive 
51% 


showrooms are 
57% 
of the county’s $17,707,000 automotive 


stores and 


above average—account for 


volume 
To capture this big county market, you 


With 


than 


have to be sure of Biddeford-Saco 


out it, the market shrinks to less 


$8 million 


Biddeford-Saco is easy to sell—and in 


expensive. 90% of the twin cities’ fami 


lies look for offer 


automotive dealer: 


ings in the Journal 


THE BIDDEFORD 


JOURNAL 


BIDDEFORD, MAINE 


Represented by 
The Julius Mathews Special Agency, Inc 


WIL 


HULL 


DRUG 
SALES 


In the big 


Portland, 


Maine 9 county area, 


161,300 families 


spend 


$20 million in drug stores. 


* NEW HAMPSHIRE 
* VERMONT 

* DELAWARE 

* OR WYOMING 


And more sales per family than you 


get in 26 states! 


No question about it, Portland is one of the 
country's better large drug markets. And 
there's no question either about the effective 
coverage of the Portland Newspapers. 

Year after year, Portland and its single buy 
newspapers are top choice for testing. 

Results are a habit with these Newspapers! 


Represented by the Julius Mathews Special Agency, Inc. 
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RETAIL SALES FORECAST 
(S.M. Forecast for September, 1957) 


City 
Index 


Maine (cont'd.) 


Lewiston-Auburn 127.8 


Portland 


Maryland 


& Baltimore ..... 


& Cumberland 
Hagerstown 


. B11 


166.5 
142.0 
121.9 
154.2 


Massachusetts 


Boston 
Brockton 
Fall River 
Holyoke 
%& Lawrence 
*& Lowell 
Lynn 


New Bedford . 


Pittsfield 
Salem 


Springfield ... 


& Worcester 


Michigan 


Battle Creek .. 


*& Bay City ... 
& Detroit 
Flint 
Grand Rapids 
& Jackson 
Kalamazoo . 
Lansing 
Muskegon 
* Pontiac 
Port Huron . 
%& Royal Oak- 
Ferndale .. 
Saginaw .... 


Minnesota 
Duluth 
Minneapolis 
St. Paul 


Meridian 


143.5 


. 134.1 
- 130.0 


113.0 


-. 138.2 
. 134.7 
. 123.0 


126.7 


- 120.3 
. 137.9 
. 132.5 
. 1368 


133.2 


153.1 
133.2 


. 152.4 


133.7 


. 1713 
. 146.4 
. 148.1 
. 165.1 
. 150.3 
. 149.1 


193.7 


. 135.0 


. 229.0 


153.6 


124.8 
124.0 


. 124.2 


116.8 


138.5 


City 

City Nat'l. 

Index Index 

1957 1957 
vs. vs. 
1956 1956 


98.2 
98.1 


100.2 


96.0 


99.1 


98.3 


94,7 


101.2 
97.8 


95.6 
98.1 
97.1 
94.9 


96.0 94.2 
93 94.5 
100.5 96.6 


$ 
( Million ) 
September 
1957 


764.06 
8.06 
7.96 

234.52 

28.29 
29.38 
9.89 
13.70 
17.80 
9.26 
14.9% 
6.01 


15.94 
13.58 


305.05 
12.74 
75.34 
39.65 


118.53 
13.44 
5.13 


MANAGEMENT 


HIGH SPOT CITIES 


FOR SEPTEMBER, (957 © 


RETAIL SALES FORECAST 

(S.M. Forecast for September, 1957) 

City 

Nat'l. 
Index $ 
1957 1957 1957 (Million) 
vs vs v September 
1948 1956 1956 1957 


City City 


Index index 


Missouri 

® Joplin 
Kansas City 
St. Joseph 
St. Louis 
Springfield 


Montana 
Billings 
Butte 

w® Great Fails 


MAINE'S BUSIEST 
SHOPPING ROUTES 
Lead to 


Waterville Stores 


For families in 
“going to 
Waterville 
production 
in Maine 


three Maine counties, 
means shopping in 
which raises the city’s sales 
index to the highest peak 
90% above average! 


town” 


Whether it’s food or autos, gas or drugs, 
apparel or refrigerators, lumber or furni- 
ture—the demand is miles above average 
in Waterville 120% above in 
lumber—hardware stores, 104% in auto- 
motive, 88% in food, 84% in apparel! ! ! 


stores 


Families along Maine’s busiest shopping 
routes are well worth selling—through 
the Sentinel, which saturates Waterville, 
reaches 66% 
market's homes. 


Waterville Sentinel 
WATERVILLE, MAINE 


Represented by 
The Julius Mathews Special Agency, Inc. 
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of the entire $138,500,000 | 


RETAIL SALES FORECAST 


(S.M. Forecast for September, 1957) 


Nebraska 
Lincoln 
Omaha 


Nevada 
& Reno 


City 
Index 
1957 
vs. 
1948 


New Hampshire 


%& Manchester 
Nashua 


142.2 
141.8 
145.1 


New Jersey 153.8 


Atlantic City 
Camden 
Elizabeth 
Jersey City- 
Hoboken 

Newark 

& Passaic-Clifton 

%& Paterson . 

% Trenton 


114.0 
128.4 
127.6 


112.8 
118.8 
163.5 
135.2 
179.7 


New Mexico 
206.5 


*& Albuquerque 


New York 

*& Albany 
Binghamton 
Buffalo 
Elmira 

we Hempstead 

Township 

Jamestown 

* New York 

*% Niagara Falls 
Poughkeepsie 

w& Rochester 
Rome 
Schenectady 
Syracuse 
Troy 

® Utica 


272.7 


North Carolina 


*& Asheville 
Charlotte 
Durham 

%& Greensboro 
Highpoint 

w Raleigh 
Salisbury 
Wilmington 
Winston-Salem 


175.0 
153.7 
177.0 
139.7 
189.3 
200.3 
186.1 
175.5 
166.7 
191.8 


City 
Index 
1957 
vs 
1956 


City 
Nat’! 
Index 
1957 
vs 
1956 


99.9 
105.4 
94.4 
95.7 
93.7 


100.4 
98.9 
101.4 
107.7 
98.7 
101.6 
99.8 
95.4 
98.0 
99.1 
101.5 


s 


(Million ) 
September 
1957 


574.40 


11.37 
15.03 
12.99 


26.46 
57.99 
18.43 
20.85 
25.21 


1,681.71 


21.00 
11.18 
70.16 

7.45 


87.73 
5.90 
843.63 
12.79 
8.15 
51.22 
4.92 
13.79 
30.96 
919 
12.70 


LITTLE FALLS 
$43,786,000 
Market 


Falls is the shopping 
9,000 


Little 


hub for families with 
$43,786,000 income and retail 
sales of $31,780,000—or 73% 


of income. 


A sizable chunk of your up 
state New York market—that 
can't be sold by. the thin 
fringe of 
The 


does the job 


outside circulation 
Little Falls Times alone 
thoroughly, 
economically .. . reaching 75% 


of the entire market’s homes 


Little Falls Times 
LITTLE FALLS, N. Y. 


Represented by 
The Julius Mathews Special Agency, Inc 


A Great Newspaper 
in a Great Market 


A fact 


which you can learn, 
with profitable pleasure, by giv- 
ing the Salisbury Post a trial 
It’s the only newspaper in the 
market. All outside state metro 
politan papers combined give you 
over 3000 circu- 


but a fraction 


lation in the whole of Rowan 
County. The Post gives you over 
17,000 responsive, able potential 
You'll 


customers. Try the Post 


be glad you did. 


 Sauissury Sunoay Posts 
ae ee 


Lo 


Published in the Tri-Cities 
Salisbury--Spencer—_Fast Spencer 
Post Office: 


SALISBURY, NORTH CAROLINA 


1 HIGH SPOT CITIES 
Profile of a RETAIL SALES FORECAST ¢ 


Prosperous Family — tape torer'e 


and income data 


on these cities. 
Ihe average family in the growing FOR SEPTEMBER, (957 « @) ars 
Ruhr of America spends freely ‘ 
for staples and big-ticket merchan Tt S d 
cise backed by an income that's } oO pen 
4906 above e [ S. average. Re 


tail purchase ire $136 above av 


RETAIL SALES FORECAST 


(S.M. Forecast for September, 1957) p ; 
ve, food $160 above, automo City buying income now exceeds 


$103. Total income: $373 City City Nat'l. $87!/, million. (SM ‘57’ Sur- 

‘ ‘ ee 71 | 
1 O00 via le 26,709, 000 index fade: (fade ‘ vey). That's plenty of spend- 
lo sell Ohio's 9th largest metro 1957 1957 1957 (Million) ing power — and plenty of 


politan area—-ranked among the vs vs vs September tunit f | a 
50) fastest-growing in the nation 1948 1956 1956 1957 opportunity tor larger $s 
chedule the Chronicle-Telegram of your product. Get your 
the metropolitan county : full share now, through 
newspaper in new overage ' . -ont 
North Dakota Woonsocket's one and-o y 


118.3 51.2 local daily, the— 
& Fargo 134.6 


Chronicle-Telegram =, won | fy WOONSOCKET 


“The Family Newspaper” 


%& Akron 43.11 
Canton y 6 18.09 CALL 
Cincinnati 73.09 
w& Cleveland 138.82 Representatives: Gilman, Nicoll & Ruthman 
: : WWON, WWON-FM 
Circulation 22,094 ABC 9/30/56 te Columbus 66.12 AMiliated 0 


DOUBLE the Number of City Families Dayton i 46.35 COVERS RHODE ISLAND’S 


Represented by Elyria 5 5.42 

The Julius Mathews Special Agency, Inc Hamilton 9.87 PLUS + MARKET 
Lima 4 8.83 

Lorain ; 8 8.08 


Mansfield ; 5 9.03 

7 ir R A Middletown 5.54 Sell The Mirror 
Portsmouth 5.90 

bad Springfield 11.70 Readers in eee 


Steubenville 5 7.47 
Votede 2.5 43.07 
sre SESS Lames 
Zanesville 6.12 
POPULATION 
Oklah 
N ©) WwW ©) y E R * mete ... and you've sold this en- 


Pennsylvania 
te Muskogee ’ tire thriving market with a 


100 000! Oklahoma City 9 9 39.5 yearly retail sales volume ex- 
' ° i 


te Tulsa : ceeding $134,000,000. 

Advertising in the Altoona 
ABC evaluation Mirror is read daily in 98°, of 

hows that Bethlehem’s — all Altoona homes, and 95.4%, 


ity zone population is now de Portland , of the homes in the Altoona 
— tp Salen . (ABC) City Zone. 


up te LOG 318 


ss resent, ae . | Altoona 


l-growing, prosper 
fast-growing, prospe Allentown 135.1 


; , 
market is with Altoona 113.3 r 
® Bethlehem 121.5 1 ! } O 
5 146.9 


Chester 


TC h e Fh} c t 7) [ c h em Erie 127.9 1.19 Altoona Pennsylvania's 


Harrisburg 140.2 Only Evening Newspaper 


, Hazleton 112.4 
@Hlobe-Times asain aes Sa RICHARD E. BEELER 


Woonsocket's effective 


linage 


Rolland L. Adams, Publisher Lancaster 147.0 Advertising Manager 
& Norristown 176.7 


Callagher- DeLisser, Inc. National Representatives 


136 SALES MANAGEMENT 


HIGH SPOT CITIES 


RETAIL SALES FORECAST s 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. 


FOR SEPTEMBER, (957 @ 


RETAIL SALES FORECAST 

(S.M. Forecast for September, 1957) 

City 
Nat'l. 
Index Index Index $ 
1957 1957 1957 (Million) 
vs vs vs. September 
1948 1956 1956 1957 


City City 


Pennsylvania (cont'd.) 
Oil City 97.6 989 95.1 


Philadelphia 1246.1 999 96.1 
® Pittsburgh 127.2 108.2 104.0 
Reading 120.0 970 93.3 
Sharon 123.0 101.5 97.6 
112.2 99.3 95.5 
105.8 102.8 98.8 
125.9 102.6 98.7 
157.2 98.0 94.2 


Scranton 
Wilkes-Barre 
Williamsport 
York 


Rhode Island 


128.5 
130.7 
115.0 
107.2 


76.07 
3.33 
31.22 
4.73 


Newport 
Providence 


Woonsocket 


South Carolina 
151.1 


162.5 
163.0 
53.1 


113.2 


99.5 
104.4 
102.1 

97.4 

94.9 


& Charleston 
% Columbia 
Greenville 


Spartanburg 


South Dakota 


101.6 

94.1 
162.0 
113.1 


Aberdeen 
Rapid City 


Sioux Falls 


Tennessee 


Chattanooga 


102.9 
101.7 
100.0 
106.2 
103.4 


98.9 
97.8 
96.2 
102.1 
99.4 


Knoxville 
*% Memphis 
Nashville 


153.6 
150.5 
167.8 
157.4 

52.2 
187.2 
170.7 
194.7 
156.4 
121.3 
174.8 


Texas 
& Abilene 
*& Amarillo 
® Austin 


103.4 
107.0 
107.8 
106.7 
112.6 
107.5 
102.0 
109.4 
104.1 
113.4 
102.9 


99.4 
102.9 
103.7 
102.6 
108.3 
103.4 

98.1 
105.2 
100.1 
109.0 

98.9 


%& Beaumont 

w Corpus Christi 
Dallas 

*% El Paso 

% Fort Worth 

% Galveston 
Houston 
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RETAIL SALES FORECAST 


(S.M. Forecast for September 


City 
Index 
1957 
vs 
1948 


Texas (cont'd.) 


Laredo 

® Lubbock 

® Port Arthur 
San Angelo 
San Antonio 
Texarkana 

® Tyler 
Waco 
Wichita Falls 


Utah 
® Ogden 
w® Salt Lake City 


Vermont 
%® Burlington 
*® Rutland 


Virginia 

® Danville 
Lynchburg 
Newport News 

w& Norfolk 
Portsmouth 

® Richmond 


Roanoke 


Washington 
® Bellingham 
Everett 
w& Seattle 
Spokane 
Tacoma 


Yakima 


129.2 
176.7 
164.7 
148.4 
152.0 
119.2 
153.7 
143.0 
147.7 


156.4 
147.4 
177.5 


130.9 
134.7 
126.0 


139.1 

90.9 
120.7 
151.9 
149.0 
137.4 
122.8 


West Virginia 


*% Charleston 
Huntington 
Wheeling 


Wisconsin 

& Appleton 

w& Beloit Janesville 
Green Bay 
Kenosha 
La Crosse 
Mad ison 
Milwaukee 
Oshkosh 
Racine 
Sheboygan 

& Superior 


Wyoming 
w& Casper 
Cheyenne 


127.2 
14.9 
146.9 
131.7 


133.3 
164.3 
143.0 
150.0 
127.0 
133.7 
149.7 
135.6 
120.0 
123.0 
128.8 
121.0 


City 
City Nat’! 
Index 
1957 


Index 
1957 
vs vs 


1956 1956 


98.9 
106.1 
106.9 


99.3 


102.3 
98.2 
94.1 


104.0 
103.6 
105.4 


101.4 
102.0 
103.2 


99.5 
100.4 
95.1 
95.3 
100.4 
97.8 
103.6 
99.4 


101.8 
104.9 

95.8 
104.6 
103.1 

97.0 
102.4 


97.9 
100.9 
92.1 
100.6 
99.1 
93.3 


94.5 


96.7 
100.6 
98.8 


99.3 


97 
106 
100 

98.4 

91 


105.6 
109.4 
103.5 


10.5 
105.2 
99.5 


1957) 


$ 
(Million) 
September 
1957 


261.40 
3.4] 
5.77 
78.94 
24.97 
19.88 

8.38 


138.61 
15.90 
12.06 


9.52 


RETAIL SALES FORECAST 
Forecast for September, 1957 
City 
Nat'l 

Index $ 


(Million) 


(S$. 
City City 
Index 


1957 1957 


Index 
1957 
vs vs vs September 


1951 


1956 156 19 


104.0 00.0 1,233.80 


Canada 


Alberta 


*® Calgary 
% Edmonton 


1249 
105.2 


British Columbia 


w® Vancouver 151.3 
*® Victoria 151.9 


104.1 
112.2 


100.1 


107.9 


Manitoba 


Winnipeg 


New Brunswick 
Saint John 129.2 


Nova Scotia 


Halifax 131.2 100.3 


Ontario 
Hamilton 102.6 
101.2 
Ottawa 102.5 
*% Toronto 106.9 


Windsor 92.5 


London 


Quebec 


Montreal 103.4 


Quebec 101.6 


Saskatchewan 


w& Regina 145.4 1149 1105 


NEWPORT 


RHODE ISLAND'S RICHEST MARKET 
Drug 


sales in Newport County average 


$145 per family compared with $124 for 
$2,611,000. A 
market—if 
61% of the 


income, 64% 


the nation—total truly re 


sponsive you bear this in 


mind: people, 66° of the 


of the drug sales are con 
centrated in Newport City Zone—covered 
100% by the Daily News 


reaches 63% of the county's 


which also 


homes 


The Newport Daily News 


Newport County's Only Daily 
Largest Circulation 
in Southern Rhode Island 


Represented by 
The Julius Mathews Special Agency, Inc 


SALES MANAGER 
HARDWARE 


Manufacturer of well-known, 
top-quality hand tools needs 
experienced, aggressive, _ self- 
starter to direct sales. Working 
knowledge of direct mail adver- 
tising a must. Write in detail, 
giving experience and salary re- 
quirements. 


Box 3355 


MARKETING ANALYST 
PRODUCT RESEARCH 


Large Massachusetts consumer goods manufacturer 
needs an experienced man for career job as Senior 
Analyst in the Product Research Division of estab 
lished Marketing Research Department. Minimum 
of 5 years marketing research experience required 
with 2-3 years in the conduct of product research 
activities at the consumer level. Must be thorough 
ly familiar with consumer survey procedures and 
retail store existing activities for determining 
acceptahility of new products and possible im- 
provement in already existing lines. Must be 
skilled in interpretation of data and writing 
eports for management. Some knowledge of 
tatistics and supervisory experience essential 


Salary commensurate with skill and experience 
Please send resume together with salary require 
ments. Box 93357 


Ask tor your FREE COPY of “THE SALESMAN" 
The all-time-great in inspirational sales yarns! 
(Remember? “And to, in that city were those who 
were order takers and they who spent their time 
in adding to the alibi sheets 7 

FREE COPY! Have your girl clip this ad to a 
letterhead and mall to us. We'll send you a 
beautifully lithographed copy of ‘The Salesman’’, 
suitable for your office walle along with quantity 
prices so that you can order additional copies of 
this poverts! story for use in your sales bulletins, 
ete sk for your tree copy right now! 

WHITE PASS PUBLISHING CO. (Dept. &) 


1034 Asbury + St. Poul 13, Minnesota 


if you use form letters in lots of 25 copies 
to 100,000, you'll want to see these clever, 
4-color, preprinted letter-sized forms that 
get ANY message off to a flying start; com 
mand attention and respect! FREE cata 
logue. Write to NATIONAL CREATIVE SALES, 
1030 Leggett Ave., New York 55, N. Y. 


an 


COMING SOON 


Is There a Cure 


for “Letteritis”? 


Sales Management 


SALES GAINS AND LOSSES 


Flowers and orange groves aren’t the only things that grow under the heaithy 
California sun. Business also does all right. Litton Industries, Inc., a Beverly Hills, 
Calif., electronics firm leads the following list of representative sales gain and 
loss reports with an 85% sales increase for the past 12 months over the previous 
comparative period. Sales shot from $14.9 million to $27.4 million. 

Other impressive gains were attained by Dan River Mills, Inc., with a 66% 
increase from $49.4 million for 26 weeks in 1956 to $82.2 million for the same 
period this year, and Westinghouse Electric Corp., which reported $982.9 million 
sales for the first six months of 1957 against $606 million for the first half of 
1956, a 62% jump. 


Key: f is for fiscal year. 
Figures shown are in millions of dollars. 


Company Period 1957 1956 Company Period 1957 


ABC Vending Corp b . 25.5 Joy Mfg. Co. 9 mo. 
Aeroquip Corp 9 : : 
Alco Products, Inc " . . Kaiser Aluminum & 
Allied Kid Co , : . Chemical Corp. 6 mo. 
Allied Paper Corp. , ; ‘ Keystone Steel & Wire Co. yr. 
Allen Industries, Inc ‘ { ; Kidde (Walter) & Co. 6 mo. 
Alum, Goods Mfg. Co. . ; . Koppers Co., Inc. 6 mo. 
American Ag. Chemical ) ’ 
American Can Co ’ ; ; Lamson & Sessions Co. 6 mo. 
American Chain & Cable ; ‘ 4 Lily-Tulip Cup Corp, 6 mo. 
American Crystal Sugar t : Link-Belt Co. 6 mo. 
Amer. Mach. & Fdy. Co. ‘ Y . Litton Industries, Ine. 
Amer. Machine & Metals : 
Armstrong Cork Ce. ' ; , entele Tire & Rubber 
Arvin Industries, Inc. . y } Martin Co 
Associated Spring Corp. » . , ~ 
Avon Products, Inc. > . . Maxson (W. L.) Corp. 
McGregor-Doniger 
McQuay-Norris Mfg. Co. 
Id “-L H it 
.-——— Seca ; Mergenthaler Linotype 
Bates Mfg. Co . 7 Millers Falls Co. 
Beaunit Mills, Inc a : Y Minnesota Mining & 
Bigelow-Sanford Cpt . . . M — 7 c)c 
Bliss (E. W.) Co ‘ uromy (6. ©.) Ge 
Sue Cumend Cup National Biscuit Co 
Borden Co ¥ . National Can Corp. 
Briggs Mfg. Co. ‘ , . . National Lock Co. 
— - _ Co Neptune Meter Co. 
aan ing 4 Norwich Ph 1 Co. 
Burlington Indust., Inc tei adenine ” 


~ ress 
SSRERS: 
wuvwnvw 


@ 


nd 


- 
SS 8a FRARS 


© We BDA awNAN KY 


Outboard Marine Corp. 
Can. Dry Ginger Ale, Inc. > ' , 
Carborundum Co . Oxford Paper Co. 
Certain-teed Prods. Corp } " s Pacific Mills 
Cone Wilts Corp , ; Packard-Bell Electronics 
Dan River Mills, Inc. 26 wks , ' Park & Tilford Distillers 
Diamond Match Co 6 mo , ’ Corp. 
Dodge Mfg. Corp yr t ; Phelps Dodge Corp 
Dole Hawaiian Pineapple 12 mo. . , Philip Morris, Inc. 
Ducommun Metals & Pierce Industries, Inc. 
Supply Co 6 mo Pillsbury Mills, Inc. 
Dover Corp 6 mo . Pitney-Bowes, Inc. 
Duriron Co., Inc 6 mo. d . Pittsburgh Plate Glass Co. 
Progress Mfg. Co., Inc. 
Eastman Kodak Co. 24 wks. 
Ekco Products Co 6 mo. Republic Aviation Corp. 
Electric Storage Battery 6 mo. . . Reynolds (R. J.) Tob. Co. 
Electrographic Corp. 6 mo. Robertshaw-Fulton 
L. M. Ericsson Telephone 12 mo Controls Co 
Evans Products Co 6 mo. Ronson Corp. 


Ruberoid Co. 
Falstaff Brewing Corp. 6 mo . 
Flagg-Utica Corp 28 wks. ; Ruppert (Jacob) 
Ft. Wayne Cor. Paper 24 wks. 


Freuhauf Trailer Co. 6 mo. Safety Industries, Inc. 


Savage Arms Corp. 
Gamble-Skogmo, Inc 6 mo. ‘ . Seiberling Rubber Co. 
Gamewell Co yr. ' Speer Carbon Co. 
Gen. Aniline & Film Corp. 6 mo. y ‘ Stokely-Van Camp, Inc. 
General Controls Co. 6 mo. ‘ . Sundstrand Mach. Tool Co. 
General Dynamics Corp. 6 mo. , Sutherland Paper Co. 
General Mills, Inc, dl * 4 Stone Container Corp, 
General Refractories Co. ° ‘ 
General Time Corp. . . . Torrington Co. 
Globe-Union, Inc . 
Goebel Brewing Co , . 5 ome A I 
Great Northern Paper Co. 24 wks. * ' United States Rubber Co. 
Harsco Corp 6 mo. 1 ’ United States Steel Corp. 
Hart Schaffner & Marx 6 mo. , ' Universal Products Co. 
Hewitt-Robbins, Inc, 6 mo. 
Warner & Swasey Co. 
Welbilt Corp. 
Westinghouse Elec. Corp, 


Interchemical Corp. 6 mo. 
International Paper Co. 6 mo. 
|-T-€ Circuit Breaker Co. 6 mo. 
dack & Heintz, Inc. 6 mo. , . Vale & Towne Mfg 
Johnson & Johnson 6 mo. ' J Zenith Radio Corp 


SALES MANAGEMENT 


+s 
Agency: LaPorte & Austin, Inc 
Advertising Checking Bureau, Inc. ....... 
Agency: Harris & Bond, Inc. 
Aero Lag penunneer Transit 
Compa 


an Raper, Inc. 
Air Express Division, Railway Express 
Agency, Inc. 
Agency: Burke Dowling Adams, Inc 
Aircraft & Missiles Manufacturing . .. 
Agency: Gray & Rogers 
Akron Beacon Journal 
Agency: McDaniel, Fisher & Spelman 
Altcona Mirror 
American Credit Indemnity Company .... 
Agency: Vansant, Dugdale & Company, Inc 
American Telephone & Telegraph Company 
(Long Lines) 4 
Agency: N. W. Ayer & Son, Inc 
American Weekly , Hearst 
Pubetinn Geo, WB. ccccccccccccccese 18-19 
Agency rant haeeicinw. Inc 
Associated Business Publications 122-123 
Agency: Media Promotion Organization, Inc 
Aviation A 
Agency: The Schuyler Hopper Company 
Aviation Week 
Agency: Gaynor, Coleman, Prentis & 
Varley, Inc 


Battle Creek Enquirer and News ...... 
Agency: Denman & Baker, Inc. 
Batten, Barton, Durstine & Osborn, Inc. .. 
Bethlehem Globe-Times 
Better Homes & Gordens 
Agency: J. Waiter Thompson Company 
Biddeford Journal 
Booth Michigan Newspapers 
Agency: The Fred M any" Company 
Burgoyne Grocery & Drug Index 
Agency: Guenther, Aw, Berne Calkin 
YW Withenbury, Inc 


Chicago Show Printing Company 
Agency: George H. Hartman Company 
Chicago Tribune 4th Cover 
Agency: Foote, Cone & Belding 
Chilton Coppery 
Agency: Gray Rogers 
J. W. Clement Company 
Agency: Baldwin, Bowers & Strachan, Inc 
The Cleveland Plain Daler 
Agency: Joseph Guillozet Company 
Columbus (Ohic) Dispatch 
Agency: Harry M. Miller, inc 
Container Corporation of America ...... 
Agency: N. W. Ayer & Son, Inc 
Cummins Business Machines, Division of 
Cummins-Chicago Corporation .... 
Agency Waldie & Briggs, Inc 


Dell Publishing C 
Agency: Robert T. 
Detroit Free Press 
Agency: Kari G. Behr 
Detroit News ... eoes 
Agency: W. 8B Doner r Company 
Donahue Directories, inc. 
Agency: Fred H. Ebersold 
The Dow Chemical Company 
Agency: MacManus, John & Adams. Inc. 
DuKane Corporation 
Agency: The John Marshall Ziv Company 


116-117 


The Eiks Magazine . 
Bey The McCarty Company, Inc 
Ellis Company ... 
ag y: Bull Advertising Agency 
Erie Times-News 
Agency: Peter Zanphir 
Elyria Chronicie-Telegram 


Factory 

Agency Royal 4 ‘De Guzman Advertising 
Fast Food ....... 
First Three Markets 

Agency: Anderson & Cairns, 


Robert Gair, 
Compon 
Agency 

Osborn, Inc 

General Outdoor Advertising 
Compan 
Agency: McCann-Erickson, Inc 

The Goodyear Tire & Rubber Company ... 17 
Agency: Kudner Agency, Inc 

Greensboro News-Record 
Agency: Henry J. Kaufman Agency 


Division of Continental Can 
4 


2nd Cover 


Hearst Corporation 
Agency: Lynn Baker 


The Schuyler Hopper Company .......... 
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ADVERTISERS’ INDEX 


This index is provided as an additional service 
The publisher does not assume any liability for 
errors or omissions 


aks Monagemenl 


ADVERTISING SALES 


VICE-PRESIDENT, SALES 
Randy Brown, Jr. 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst, to Vice-President, Sales 
Caroline Cioffi 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


New York—W. E. Dunsby, Wm. 
McClenaghan, Charles J. Stillman, 
Jr., John C. Jones, Elliot Hague, 
Howard Terry, Robert B. Hicks, 386 
Fourth Ave., New York 16, N. Y 
LExington 2-1760. 


Chicago—C. E. Lovejoy, Jr., West 
ern Advertising Director; W. J. Car- 
michael, Western Sales Manager; 
Thomas S. Turner, John W. Pearce, 
333 N. Michigan Ave., Chicago |, 
lll., STate 2-1266; Office Mgr., Vera 
Lindberg. 


Pacific Coast—Warwick S. Carpen 
ter, 15 East de la Guerra, Santa Bar 
bara, Calif., WOodland 2-3612 


industrial Distribution ...... 
Agency: Royal & DeGuzman 


Industrial Equipment News —— 
Agency: Tracy, Kent & Company, Inc 


Augusta Kennebec Journal 


KOA-Radio 
Agency Ball & Davidson, 


Ladies’ Home Journal 
a “Sey Doherty, Clifford, Steers & Shenfield 


Lassiter Corporation ‘wideove OO 
Agency, Smith, Hagel & Knudsen, Inc 


Little Falls Times ....... ceaventen. Wee 


Los Angeles Times . .21-63-85-91-99-107-111-129 
Agency: Smalley, Levitt & Smith 


Marsteller, Rickard, Gebhardt & Reed, inc. 81 
Market Stotistics 


McCall's Magazine . 
Agency: Donahue & Coe, 
McGrow Hill Publishing Company, inc. 
Agency: Fuller & Smith & Ross, Inc 
Meriden Record-Journal 
Agency: Gordon Schonfarber & Associates 
Metal 
Agency: Durkin & Rader, inc 
Middletown Press 
Mill & Factory 
Agency: The Dehosiey ‘Hopper Company 
Minneapolis Star & Tribune 
Agency: Batten, Barton, Durstine ‘& “Osborn 
Modern Machine $ 
Agency: Julian J Behr Company 
Multiplex Display Fixture Company 
Agency: Julian R. Mogge, Inc 


Nation's Business ee 
Agency: Gray & Rogers 

National Creative Sales, inc. se seuee 
Agency: H. W. Hauptman Company, Inc 

National Folding Box Company, inc. 
Agency: Smith, Hagel & Knudsen, Inc 


New Equipment Digest - 
Agency: Beaumont Heller & Sperling, Inc 


New London Day 
Aqency Gerdes Schontarber x Associates 
Newport News 
Newsweek . : 
Agency Bryan Houston 
New York News . 
Agency: L. E McGivena & Company 
Norristown Times-Herald 
Norwalk Hour 
Norwich Bulletin 


Okiachoman & Times . 

Agency: Lowe Runkle Company 
Orchids of Hawaii 

Agency: Jerry Goldstein Advertising 


Packer Publishing Company 

Agency: Rogers & Smith Advertising 
Pittsburgh Post-Gazette . 

Agency: Dubin, Feldman & Kahn, Inc 
Portiand Press Herald Express 
Product Engineering . 

Agency lau-Van Pleeersom: Dunlap 

ne 
Premium Practice 
Purchasing Magazine .. 
Agency: The Schuyler Hopper Cc ompany 


Railway Express peeeer « 
Agency: Benton & Bowles, Inc 


Sales Management .. 

Salisbury Post .... 

San Jose Mercury-News , 
Agency: Richord Jorsensen Advertising 

The Sioux City Journal-Tribune . 

Saturday Evening Post . oe 
Agency: Batten, Barton, Durstine & Osborn 

Stamford Advocate 


Telefilm, inc. 

Agency: Allen, Dorsey & Hatfield 
Texlite, Inc. 

Agency: Rogers & Smith 
This Week Magazine ... 

Agency: Benton & Bowles, In 
Time Magazine 

Agency: Young & Rubicam, Inc 
Tide Magazine ° 
Toledo Blade & Times 

Agency: Blaco Advertising Agency 
Tri-City Publishing Company (Florence) 


United Van Lines 
Agency: Kelly, Zahrndt & Kelly, In 


WAVY-TV 

Agency: Cavalier Advertising Agency 
wosbJ-TV , 

Agency: Long-Hames Advertising Agen: y 
WHEBF (Moline-Rock Island) 

Agency: Clem T. Hanson Company 
Wall St. Journal . 

Agency: Martin K. Speckter Associates, Inc 
Waterville Sentinel! 
Webster Electric Compan 

Agency: Franklin Advertising 
Wheaton Van Lines, Inc. 

Agency: Poorman, Butler & Assoc jates, inc 
Winnebago Newspapers, inc. 

Agency: Cummings, Brand & McPherson, Inc 
Woonsocket Call 

Agency: Gordon Sc hontarber & Associates 


Young & Rubicam, inc. 


100-A 


132 


Inc 


ird Cover 


108 
57 


94 


64 


THE SCRATCH PAD 


By T. Harry Thompson 


the same weakne I like to 
kd Wynn and 

ir a play-on-words. For ex 

elling how Abe and Anna 


th the inevitable re ult: A 


how he 


there | was told that 
a misnomer ; that the 
rolle d oats, or 


rolled avena 


more 


o 
ivyencyimMan Joe Kesslinger 
nakings of a good slogan for 


lor the retching and 


yreciate Your Business 
italics at the 
bank-by-mail deposit 


a i line of 6-point 
bottom of my 
lip. But 
age both ways, as competing banks 
r-tunds do 


not enough to pay the post 


and i I 
o 


Incidentally, my bank used NCR 
} 


bon required) paper for about 
but has gone back to orthodox 


(no cat 
a Vcatl 
carbon paper ree ently 
= 
It was a vreat day for the nation’s 
copyreaders when someone discovered 
that mibs i synonym ot marbles 
o 
logan for the Wine Advisory 
Wine not? 
a 
What's In a Name? Dep't: Rob 
ert Curley, Ltd., makes 
hair t ling conditioner. 


“no-curl 


Harry Klein 
sign outs an acetylene 
"We ‘ everything 

break of day The same old-timer 
L910 
oap-powde “Tf 


London reports a 
welder’s: 
except the 
recall i advertisement tor a 
consciences were 
ipolio could clean them.” 
e 

BER I You say she went home 
to Nilother? 

VIYRI Yeah; he 


if ne 7 de and he 


visible 


called her a 


wasn t stutter 


(jobel was discussing these 


ho win heavy Sugar on the 


programs. ‘Ihe father of 
such a boy will say to him, according 


giveaway 


to George: ‘“Here’s a quarter. Go 
wash the car.” And the young pluto 
crat will answer: “Here’s $4,000. Go 
buy a clean one!” 

. 

The practitioners of MR (motiva 
tion-research) could probably tell me 
why I spoon my grapefruit counter 
lockwise instead of clockwise. 

7 

They tell me that Breath-O-Lator 
( Bing didn’t 
click. I was a steady customer till 


Crosby Enterprises) 
I could no longer get the neutragen 
refills. 

. 
Champion golfer of them all is 
Dave Garroway’s pint-size chimp 


Kokomo. With the ball nine inches 


from the pin, he tosses away his scale- 
model putter and drops the ball into 
the cup by hand. 

. 

The Philadelphia Inquirer's C. Al- 
len Keith struck pay-dirt with his 
“My Pet Gripe” feature. Human 
nature being what it is, there are few 
things we like better than a chance 
to sound-off. 

+ 

Since Cheerios uses the product to 
form the letter ‘“o’’ (as Life Savers 
used to do), it could have fun with 
Prizes for sentences of not 
more than 25 words containing the 
greatest number of “Cheerios.” Ex- 
ample: “Oh, how Otto could toot 
on our oboe, etc.” 


a contest: 


+ 

I have followed many women 
in the check-out line in super-markets, 
that is. Almost invariably, their 
leather wallets are red more than any 
other color. Why? 

* 

Chicago Agencyman Leo P. Bott, 
Jr., doesn’t claim they’re original, but 
he makes good promotional use of 
two over-the-desk placards reading: 
“Quiet! Ulcers at Work!” and “This 
Way to the Ire Escape.” 


The Sparkplug of Life 


In late spring of this year, all 


dug furiously, yet gingerly, to free 


Manorville, L. I 


America held its breath while men 


a 7-year-old boy from a dry well in 


At any point during the rescue, these men could have asked: “What's 


the use?” 


boy out alive 


They didn't say it, however 


have failed, it is true, but this one didn’t. 


and given up, for the odds were heavy against getting the 


The Sparkplug of Life kept them dig- 
ging by lamp-light while a nation prayed. 


Other attempted rescues 
A week or so later, you may 


have seen little Benny Hooper on Steve Allen’s TV program, looking 
none the worse for his shattering experience. 


In less dramatic roles, The Sparkplug of Life has kept men going 


“After twenty-five hundred failures,” 


son, “aren't you ready to give up on this experiment ?”’ 


“No 


inventor said 


be done! 


an assistant asked Thomas Edi 


The great 


I now know twenty-five hundred ways it can’t 


What is The Sparkplug of Life which tells stout hearts to hang on 


just a little longer ? 


language: H ype! 


It is one of the sweetest four-letter words in the 


It is a wise sales-executive who can put this word into his staff's 


vocabulary and make it stick 


For, without hope, sales-graphs sag and 


otherwise intelligent salesmen go down the drain of despair. 


Let's all of us keep the electrodes on The Sparkplug of Life clean, 


bright, and hitting on all cylinders! 


SALES MANAGEMENT 


TH E q| M E R EADER. .. as seen by Ad Agency Art Directors 


MAN OF VISION DEVOTED READER 


Tom Ross Vincent J. Pelosi 
Ketchum, MacLeod & Grove, Pittsburgh J. M. Kesslinger & Associates, Newark 


Time offers the biggest concentrated audience 
of best customers and influential people in the 
United States today. Nevertheless, Art Director 
Tom Ross exaggerates. Not all Time readers run 
distilleries of their own. 


Why does Christmas come more than 
once a year in Chicago? 


rn 
T was the night before Christmas. 


And all through Affluent & Rich’s, store counters 
were bare. Everything from rhinestone-studded dog- 
collars to ivory-inlaid elephant guns had been 
wrapped with care and delivered to Chicago house- 
holds so that St. Nick could be there. 


pai H 
It seems that A & R special- (f “a ar hos inti) 
ized in “something for the »& _ La 
man who has everything” we 4 
<<“ 
else on giving it to him for Christmas. So the Yule- 
tide season was high-tide season for A & R sales. 


and usually sold somebody 


*"Too bad Christmas comes but 


once a year,” sighed Mr. Rich. 


“What makes you think it doesn’t come more 
often?’ volunteered a still, small voice. (It seems 
that Joe, figure-skating expert from the Chicago 


Tribune, was back with another one of his hot ideas 


“Christmas comes every day in Chicago,”’ continued 
Joe. “‘And here’s why: In the Chicago metropolitan 
area, an average of 10,306 adults over 20 celebrate a 
birthday every day. And next to Christmas, those 
+7? days are the very 
4S27 
L—- 
— 


best gift-giving 


Zi 
) SO) ees || 


be a pretty rare thing,’”’ added Joe. ‘“‘But obviously 


**A day in June may 


a birthday in June isn’t. An average of 15,172 


Chicagoans celebrate birthdays every June day.” 
And while Mr. Rich was mentally multiplying 
15,172 by 30, Joe went on with his story. 


““‘Now fewer Chicagoans were born in February 
(which has 28) than during any other month. Even 
so, 7,926 birthdays (not counting Washington’s and 
Lincoln’s) are celebrated every February day in our 
town. August and September are other big Chicago 
birthday months, followed by April, May, and 
October —-all with well over 10,000 a day.”’ 


“In other words,”’ summarized Joe, “birthdays sup- 
ply a big gift business every day in Chicago. Why 
not make Christmas last all year long by promoting 


your merchandise through- ><T7 
: as d 
out the year in special Axe 


ads keyed to all gift-giving ; > 
occasions?”’ \\ Q 


*) 


“And the best place to do it,’’ added Joe with a 
flourish, ‘‘is in the advertising medium that’s read 
by 7 out of 10 Chicago Santa Clauses.”’ 


And if you know Joe, you can guess the name 
of the medium he suggested. 


Now maybe you sell sachet or safety razors instead 
of sporting goods. But if you want to sell more of 
them in Chicago, call in Joe. Nobody knows 
Chicago like the Tribune. Nothing sells Chicago 
like the Tribune. And Joe’s the joe to give the facts 
to you. 


Chicago Tribune 
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